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AGENDA 
Ruth Greenwood 


Hamilton Public Library 
2nd Fl., 55 York Bivd. 
Hamilton, Ontario 

L8R 3K1 


Thursday, March 10, 1994 
1:30 o’clock p.m. 


15th Floor Committee Room 
Regional Offices 


Declarations of Interest re: Municipal Conflict of Interest Act 


Minutes of the December 2, 1993 meeting of the Tourism and Convention 
Development Advisory Board. 


Business arising from previous Minutes 


2. BUSINESS ITEMS 


2.1 


2.2 


2.3 


2.4 


Marketing Plan for the Economic Development Department 


Joe Fardell to address the Advisory Board. 


Representation of the Food Industry on the Tourism and Convention 


Development Department 
Joe Fardell to address the Advisory Board. 


Revenue Generating Agents for the Economic Development Department (ECO 
94-009) 


Nick Catalano to address the Advisory Board. 
Mandate of the Tourism Advisory Board (ECO 94-013) 


Nick Catalano to address the Advisory Board. 


tou 


Tourism and Convention Agenda March 10, 1994 S 
Development Advisory Board 


2.5 For the Information of the Advisory Board 
That the following items be received: 


a) Correspondence from the African Lion Safari and Game Farm Ltd. 
outlining the "Safari Resort". 


b) Copy of Conventions Work Plans - October 1993 
C) Copy of Tourism Work Plans - October 1993 
d) Copy of Newspaper Article, The Hamilton Spectator, February 3, 1994, 


entitled "Highway tourist signs may be tested". 


3, SECTOR UPDATE 


a) Hotels 

b) Attractions 

C) Transportation 

d) Food 

e) Arts and Entertainment 
f) Convention Facilities 
g) Labour 


4. OTHER BUSINESS 
Next meeting: Thursday, April 7, 1994 - 8:30 a.m. 


Location: 15th Floor Committee Room 
Regional Offices 


Se ADJOURNMENT 


Ib 


The Tourism and Convention Development Advisory Board met on Thursday, December 
2, 1993, at 8:30 o'clock a.m., in the 15th Floor Committee Room, Regional Offices. 


MINUTES OF THE TOURISM AND CONVENTIONS 
DEVELOPMENT ADVISORY BOARD 


Present: Chairman P. Mercanti 
Messrs. J. Awad, D. Brocker, K. Gregg 


Absent with Regrets: D. Dailley, B. Adamcezyk 
_ Also Present: Messr. N. Catalano 
Mme. L. Sohal 


1. GENERAL 
a) Declarations of Interest re: Municipal Conflict of Interest Act 


b) Minutes of the September 2, 1993 meeting of the Tourism and Conventions 
Development Advisory Board. 


(Gregg/Brocker) be received and adopted as presented. CARRIED. 


3. BUSINESS ITEMS 
3.1 For the Information of the Advisory Board 
(Gregg /Brocker) 
That the following items be received: 


a) Conflict of Interest Guidelines for Citizen Members of Regional 
Advisory Boards and Task Forces (CLE 93-039) 


b) Copy of Tourism Work Plans '93 for the month of August 

C) Copy of Convention Work Plans '93 for the month of August 

d) Copy of Tourism Work Plans '93 for the month of September 

e) Copy of Convention Work Plans '93 for the month of September 

f) Correspondence received from H.E.C.F.I. advising of the current status 
of the replacement of a representative from the Arts and 


Entertainment Sector of the Tourism and Convention Industry. 


g) Letter of Resignation received from Ms. Margaret Tsangarakis 
CARRIED. 
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5: OTHER BUSINESS 

Next meeting: Thursday, February 3, 1994 - 8:30 a.m. 

Location: 15th Floor Committee Room 


Regional Offices 


New Business #1 Minutes of the Tourism and Convention Development Advisory Board 
meeting held on November 4, 1993. 


(Awad/Gregg) be received and adopted as presented. 
CARRIED. 


New Business #2 Copy of Tourism Work Plans '93 for the month of October 
(Brocker/Awad) 
That this item be received. CARRIED. 


New Business #3 Copy of Conventions Work Plans '93 for the month of October 


(Gregg/Brocker) 
That this item be received. CARRIED. 


New Business #4 Correspondence received from Lehigh Valley Motorcoach expressing 
appreciation for hospitality 


New Business #5 Mandate of the Tourism and Convention Development Advisory Board 


Role 

e Nick Catalano addressed the Advisory Board and clarified the 
definition of the Advisory Board as a group of creative abilities 
representing the hospitality industry and providing meaningful 
Support to the Economic Development and Planning 
Committee. 

2 The current process for the setting of the agenda entails staff 


providing the Legislative Assistant with items to be placed on 
the agenda for discussion, in consultation with the Chairman. 
It is imperative that the agenda is set very diligently, especially 
with respect to politically sensitive issues. 
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% e The current Terms of Reference are under review, however, 
this may provide an opportunity for a broader role for this 
Advisory Board. It is mandatory that the Advisory Board keep 
in mind that they must comply with the Terms of Reference 
and Mandate, as approved by Regional Council. 


® Mr. Catalano advised that the following areas were strictly out 
of bounds for discussion and deliberation by this Advisory 
Board: 


i) Budget for the Economic Development Department; 

il) Spending of funds for the Economic Development 
Department; 

lili) _Re-allocation of existing funds within the budget; 

iv) Staffing issues 


He further advised that these areas were administrative issues 
that are the responsibility of and are being dealt with by the 
staff of his department. 


Current Process 


6 The Advisory Board is required to effectively perform all of the 
background work and present its opinions, including the 
appropriate background information to the Economic 
Development and Planning Committee as an advisable option 
that could possibly be pursued. 


e Ultimately, all issues are debated on the Council floor and the 
will of the majority of Council determines the final outcome. 


Where to go from here 


® The Terms of Reference indicate that this Advisory Board is 
supposed to report quarterly to the Economic Development and 
Planning Committee, this does not seem to have been 
accomplished. Unfortunately, this Advisory Board has not 
seized this opportunity to communicate with the members of 
the Economic Development and Planning Committee on a 
regular basis to provide them with. the education that they 
require to fully understand and appreciate the hospitality 
industry. 
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Relationship with staff 


® This Advisory Board can be of assistance to Mr. Fardell, 
Manager, Tourism and Convention Services, by assisting in 
creating awareness in Hamilton-Wentworth. 


® It is very important that staff can rely on this Advisory Board to 
provide their expert advice of the hospitality industry. This 
advice will be taken into consideration before final decisions 
are made respecting whether or not these ideas should be 
utilized and implemented. 


@ This Advisory Board needs to trust staff to presents its' ideas 
and opinion to the Economic Development and Planning 
committee. If resolutions initiated by this group do not make 
it to Regional Council, or are defeated by Council, it is 
imperative to keep in mind that these resolutions are out of 
staff's hands by this point. 


Education Process 


® The political level needs to continue to recognize the 
significance and importance of the hospitality industry. 


® The hospitality industry makes up the largest employment 
sector in this community be employing over 30,000 employees. 


e Staff advised that Regional Council unanimously approved a 
$500,000 increase to the Tourism and Convention section of the 
1993 Current Budget of the Economic Development 
Department. They further advised that 60% of the 1993 
Current Budget is dedicated to the tourism and convention 
industry. 


Relationship with the Political Level 


® The Advisory Board indicated that they were satisfied that, 
through the efforts of staff, they will be able to effectively 
vocalize their advice to the Economic Development and 
Planning Committee. 


® The Advisory Board was in agreement that the hospitality 
industry requires more recognition and a better understanding 
of how it should be progressing and developing in the near 
future. 
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@ Closing Comments 


® Chairman Mercanti expressed his gratitude to Mr. Catalano and 
his sensitivity towards his approach to the mandate of this 
Advisory Board. He indicated that it is very important that the 
staff of the Economic Development Department are able to 
freely utilize the expertise of the members of this Advisory 
Board. 


® All members of the Advisory Board were in general agreement 
that the experience of its members could assist in the setting of 
more efficient budgets. 


New Business #6 Report to the Economic Development and Planning Committee 


Nick Catalano addressed the Committee and provided a brief summary 
of what has taken place in the last quarter. 


€ Staff suggested that all members of the Advisory Board should 

seize the opportunity to appear before the Economic 

Development and Planning Committee. This task can be 

ca rotated amongst the members of the Advisory Board so that all 

4 of the members have an opportunity to address the Economic 
Development and Planning Committee. 


® The economic forecast for the next few months was discussed 
and it was decided that this presentation should be prepared in 
a report format before being presented to the Economic 
Development and Planning Committee. This will be an 
excellent opportunity to continue to educate the members of 
the Committee and entertain any questions they may have. 


New Business #7 _Re-organization of the Agenda 


It is important to start working on the current issues of the hospitality 
industry and presenting updated information from each sector, as 
represented by the members of the Advisory Board. The Advisory 
Board discussed including an additional category on the agenda which 
would include all of the represented sectors that make up this Board. 
It was decided that this section would include the following sectors: 
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Development Advisory Board © 
a) Hotels 
b) Attractions 
C) Transportation 
d) Food 
e) Arts and Entertainment 
f) Convention Facilities 
g) Labour 


This new category on the agenda would provide an opportunity for the 
respective Advisory Board representative of each sector, as noted 
above, to advise of any significant issues that may have occurred. If 
the members are in agreement that a specific issue needs to be 
discussed in more detail, then that issue will be placed on the 
subsequent agenda for further deliberation. ‘The member of the 
Advisory Board representing that sector is responsible for providing 
the Legislative Assistant with all of the pertinent background 
information, prior to the compilation of the next agenda. This “spot- 
check review" can be utilized as an effective measure of 
communicating the on-goings of the hospitality industry and bringing 
them to the attention of the Advisory Board. 


It was unanimously decided that the January 6, 1994 meeting of the Advisory Board would 
be cancelled and the next regular meeting would be held on February 3, 1994. 


6. ADJOURNMENT 


On motion (Gregg/Brocker) the Committee adjourned at 9:55 a.m. CARRIED. 


Chairman 


Secretary 


REGION OF HAMILTON-WENTWORTH 
- INFORMATION - 


DATE: March 4, 1994 
REPORT TO: Chairman and Members 
Tourism and Convention Development Advisory Board 


FROM: Lynda Sohal 
Legislative Assistant 


SUBJECT: Economic Development Marketing Plan (ECO 94-017) 


ative Assistant 


BACKGROUND: 


Regional Council, at its meeting held on February 15, 1994, adopted Item 1 of the 
Economic Development and Planning Committee Report 2-94, as follows: 


1. Economic Development Marketing Plan (ECO 94-017) 


a) That the 1994 Economic Development Marketing Plan, to an upset 
limit of $1,010,000, be approved subject to the approval of the overall 
1994 Economic Development Department Budget; 


b) That the media advertising and support material campaigns be 
endorsed; 


Cc) That purchase orders in favour of Olynyk King and Duda be 
established for 1994 at the 1993 budget approved level, and that the 
purchase orders be amended accordingly following approval of the 
1994 budget. 


A copy of Report ECO 94-017 has been attached for the information of the Advisory Board. 


REGION OF HAMILTON-WENTWORTH 
- RECOMMENDATION - 


DATE: 1994 February 1 


REPORT TO: Chairman and Members 
Economic Development and Planning Committee 


FROM: Nick Catalano 

Director 
SUBJECT: _1994 MARKET PLANS ECO-94-017 
RECOMMENDATION: 


a) That the 1994 Economic Development Department Marketing Plan be approved 
subject to the approval of the overall 1994 Economic Development Budget; 


b) That the media advertising and support material campaigns be endorsed. 


Nick Catalano, Director 
Economic Development Department 


BACKGROUND: 
Attached are the Departmental Marketing Plans for 1994. 


[cle 


Economic 
Development 
Department 


1994 Marketing Plans 
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Business Development will continue to focus on specific industrial/business sectors and geographic markets. The major 
objective of this approach is to maximize results while maintaining a high level of service to the community. 


Development Officers will be responsible for a specific industrial sector (i.e. Environment), international market (U.S. border 
State), and a satellite office (2 days per week) in a municipality within the Region. The Region’s Sustainable Development 
initiatives and revised Economic Strategy, Vision 2020 and Renaissance Project support concentrating on specific 
industrial/business sectors. 


Notably, the Department has for several years focused on environment, food processing, telecommunications, medical/health 
care and advanced materials/manufacturing which have also been targeted in the Renaissance Project. Sector specialists will 
enable the Department to more efficiently deal with plant location enquiries from growth sectors as well as improving the 
quality of service to existing firms in the Region. 


The majority of international marketing efforts will be directed to the U.S. border States and is attributable to two factors: 
1) the amount of export business currently generated by local companies in these markets, and 2) the significant “gap” in 
service and lead generation resulting from the closure of the provincial foreign offices in the United States. 


Other targeted international markets include Mexico, the Pacific Rim, and Western Europe, reflective of markets where Regional 
companies are presently the most active. Over the last several years, the Department has invested considerable resources 
in establishing excellent contacts/relationships (ie. Monterrey, Mexico and Hong Kong) providing solid business opportunities 
and leads for Regional firms. © 


The Department’s satellite office program, in combination with an aggressive business visitation program, will be fundamental 
to 1994 local marketing initiatives. Business Development is targeting 450 company visitations throughout the Region with 
the majority of these being directed at the manufacturing and business service sector. Although the consumer service and 
retail sectors will not be ignored, departmental programs and resources must be oriented towards manufacturing and support 
services which generate the most potential for high income jobs, wealth creation and employment spin-offs. 


Small business and entrepreneurial development also commands a high priority. A fully operational GHTEC will help the Region 
foster growth from within and aid in economic diversification. 


The promotion and identification of strategic alliance opportunities (i.e. joint ventures, licensing agreements, etc.) will dominate 
department activities in an effort to improve the competitiveness, profitability and market share of Regional firms in foreign 
markets. Efforts will continue to encourage investment to the Region, to create new employment and assessment. 


Business Development will be allocating more staff and financial resources to improving the quality of information services. 
Specifically, the Department will be creating several new data bases and publications related to the Region’s economy (all 
sectors), industrial/business composition, development industry and available building/property inventory. The acquisition and 
incorporation of information from other organizations, in addition to the newly released 1991 Census data, will be a major 
objective of this function. 


Staff will continue to market Hamilton Airport in conjunction with the Airport General Manager and the Airport Management 
Board. An approved marketing plan and dedicated staff resources are directing a wide variety of actions to increase utilization 
of the Airport. Development of cargo/courier business is a key priority, with continued emphasis on charter/commuter service. 
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Mandate: 


To maintain and expand the existing assessment and employment base in the Hamilton- 
Wentworth Region, with specific emphasis placed on the diversification of the Regional economy 
in accordance with approved Regional direction. 


Methodology: 


Realization of this mandate will be accomplished through the following activities: 


_ Secondary Functions: 


Identification and promotion of strategic alliances opportunities, both 
locally and external to the Region 

Assist Regional based manufacturers and ancillary services in 
expanding their export sales and markets 

Facilitate and simulate industrial, commercial and retail development 
in the Region 

Attract new business and investment dollars to the Region 

Create and assist entrepreneurial development and small business 
growth in conjunction with the Region’s Technology Incubator 
(GHTEC) and the area Chambers of Commerce. 


Business Development will also be responsible for coordinating and delivering the following 


services: _ 


© 


1994 MARKETING 


Collection and production of Economic Development information and 
related data bases for the Region 

Local and external multi-media marketing and promotion of the Region 
Preparation of position papers/reports, regarding government 
legislation and other external factors impacting local economic 
development 

Representation of the Region on various lacal committees, boards and 
associations : 

Liaise with all levels of government on possible funding programs 


PLANS 
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Sectors: 


in 1994, Business Development will be targeting six growth sectors with the objective of 
fostering and expanding their presence in Hamilton-Wentworth’s economic base. These sectors 
include: 


Advanced Materials/Manufacturing 
Food and Beverage 

Environment 

Health Care/Medical Technology 
Small Business/Entrepreneurship 
Telecommunications 


= Aviation/Aerospace (a component of the Airport Marketing Plan) 


Strategies: 


Within the Department, each Development Officer will be responsible for a specific sector and 
will have another officer as a designated "back-up". Responsibilities will include: Gc 


Identifying and maintaining a “key” client list of Regional companies 
that are active in the particular sector: An informational data base 
on company principals, major products, primary markets, secondary 
markets, and strategic alliance opportunities will be regularly updated - 
and maintained. 


Annual company visitations will be made to firms in these respective 
sectors as part of the departmental visitation program. 


A current data baseflibrary will be established for each sector, which 
will include: industry trends, applicable legislation (local, provincial, 
federal and international), new developments/technologies, and 
business/investment opportunities. 


Summary: 


Program delivery is directed primarily to local enterprises. Information will be compiled in 
tandem with other activities (ie. business visitation) to maximize efforts. External marketing 
programs will focus on sectoral development with limited travel (i.e. Globe ‘94 Environment 
Conference). © 
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>) Projected Business Visitations: 
450 companies 
Satellite Officer Distribution: 


Ancaster (1 day/week)* 

Dundas (1 day/week)* 

Flamborough (2 days/week) 

Glanbrook (1 day/week)** 

Stoney Creek (2 days/week) 

Hamilton - The Department's main office. 


*® € 


, " - denotes the same officer 
Trade Shows: 


Business Opportunities in the Environment(BOE) 
Automotive Parts Manufacturers Association (APMA) 


Seminars/Workshops/Conferences: 


o . Two (2) Business Related Seminars 
(ie. Acquisitions, Financial Planning) 
City of Hamilton Business Development Seminar 
World Conference on Disaster Management 


Receptions: 
Business Appreciation Day 
Two (2) additional receptions 
(Real Estate/Investment) 


Committees and Boards: 


Business Development staff represent the Region, participate and/or coordinate various 
committees or boards throughout the community. 


Summary: 
Local market development will remain the principal focus of Business Development. Staff will 


continue to respond to enquiries from the local market but will be using the majority of time 
and effort to assist with specific projects (i.e. relocation, expansion, import replacement, venture 


&. capital, etc.) generated through the Business Visitation program. Staff will also continue its 
2 “liaison” role between other government organizations (i.e. building departments) and local 
business. 
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Target Markets: 
Metro Toronto and Golden Horseshoe 
Canada 
U.S. Border States (New York, Pennsylvania, Ohio, Michigan and 


Indiana) 
International (Mexico, Pacific Rim, Western Europe) 


Trade Shows: 


Metro Toronto and Golden Horseshoe 


- SIOR (Society of Industrial & Office Realtors), Toronto ° 
- Metro Real Estate Show & Construction Expo ‘94, Toronto 


Canada 
-+ Globe ‘94, Vancouver 


U.S. Border States 
- SAE (Society of Automotive Engineers), Detroit, Ml © 
- Annual Chamber of Commerce Trade Fair, Flint, Ml * 
- Metalform ‘94, Nashville, TN 
Mexico 
- Canada Expo ‘94, Mexico City 
Pacific Rim 
- Taiwan/Canada Business Show (April) 


* denotes exhibits versus attendance 


Trade Missions: 


Staff will be organizing trade and investment missions during 1994. These missions will be 
lead by Regional officials and/or federal representative of the Hamilton-Wentworth Region. 
Tentative missions include: Pacific Rim (Hong Kong/Taiwan) - Spring 1994; Mexico 
(Monterrey/Mexico City) - Fall 1994; U.S. Border States (T.B.A.) - Fall 1994 
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Seminars/Workshops: 


Business Development staff will participate in and attend a number of international trade related 
seminars/workshops both in Canada and the United States. These will include: Cleveland World 
Trade Association Workshop (staff to participate); NEBS (New Exporters to Border States) - 
Buffalo, NY; NEXMEX (New Exporters to Mexico). 


Summary: 
International marketing initiatives will be directed to achieving the following objectives: 


- assist export of Regionally produced goods and services 

- increase flow at investment capital 

> promote Greater Hamilton as viable location for business location and 
expansion 


Emphasis on the U.S. border states will be a critical component of the Department's efforts in 

regards to strategic alliances. Efforts to identify business opportunities in Mexico and the 

Pacific Rim will continue by building on previously forged sister city relationships, 
3) government/private sector contacts, and External Affairs Canada. 


® 
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Business Opportunities in the Environment: 


Staff will continue to assume the lead role both in organizational and budget support of this 
conference/symposium. The 1994 event will concentrate on business opportunities for local 
companies. Additionally, the annual Environmental Commitment Awards, recognition of local 
firms that have introduced or applied an environmentally friendly product/service, will be 
continued in the 1994 BOE. 


Canuck Sports Coliseum: 


Staff continue to liaise and facilitate development of this multi purpose sports and 
entertainment facility. 


Food and Beverage Business Park: 


Construction is to commence in 1994. A marketing strategy in being prepared in consultation 
with co-operative venture partner. © 


Gateway Project: 


This project represents the development of a prestige industrial/business park on the southwest 
quadrant of the QEW and Fifty Road Interchange. Staff are working directly with private 
landowners, Regional Planning & Development and the City of Stoney Creek to facilitate project. 
Allocation of financial resources for completion of a portion of required feasibility analysis and 
related studies is being conducted. 


GHTEC (Greater Hamilton Technology Enterprise Centre): 
Department responsibilities continue regarding supplemental marketing of the centre, financial 
support of incidental items (i.e. landscaping, etc.), consultation and small business development. 


Safari Resorts International: 


Staff continue to liaise and facilitate development of resort in conjunction with African Lion 
Safari. 
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Aeropark (Glanbrook): 


Completion of servicing anticipated in early 1994. Eight lots available, along with one large 
block for possible airside access development proposals. Negotiations continuing with a party 
interested in acquiring holdings. 


Ancaster Business Park: 

Development of corner lot anticipated to commence 1994. Currently, nearly 30 acres is fully 
serviced and available through phases |, Il and Ill. Although serviced, Phase IV will not be 
actively marketed unless land intensive user requires large block. 

Architectural/Urban Design Guidelines: 

Call for proposal to initiate comprehensive landscape and building guidelines for Regional 
business parks. Study to be completed in 1994 to provide support material to guide project 
development and ensure compatible aesthetic standards. 

Dundas Business Park: 

Completion of zoning and focal official plan amendments expected by March 1994. Re-- 
alignment of King Street in accordance with Town of Dundas staff direction to be undertaken 


by Region, with the costs recovered through land sales. Negotiations ongoing with interested 
purchaser. 


Food and Beverage Business Park (Hamilton): 


Construction to commence in 1994. Co-operative venture with private sector developers. 
Region will receive land in lieu of servicing contribution. 


Gateway (Stoney Creek): 


Planning and feasibility studies to facilitate co-operative “gateway” development along @.E.W. 
to be initiated in 1994. 


Hamilton Mountain #2 (Dartnall Road): 


Expect completion of two transactions in 1994 which were initiated in 1993. These sales, 
with previous sale approved to H.S.P.C.A. leaves approximately three acres (Lots 4,5, & 6). . 


Techpark (Flamborough): 


Tender for service installation planned for February 1994. Construction anticipated to 
commence as soon as possible thereafter. Potential sale of 2:5 acres currently being 
negotiated. 
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Business Development Video: 


A business Development video was compiled from previous footage 
as well as using a special video completed in 1993 for an 
environmental project (GO Hamilton). The revised film requires minor 
alterations to be useful in 1994. 


Direct Mail: 


Direct mail campaigns will be undertaken is conjunction with sector 
specific marketing plans to maximize effectiveness. Most campaigns 
will involve a small (less than fifty) market at targeted leads. Direct 
mail will also be used to advise and solicit input for external market 
trade and investment missions. 


Exhibit Booths: 


No changes anticipated for large display. New photo panels to be 
produced for portable display. © 


Newsletters: 


Opportunities - (projected increase in size of mailing list and bulletin 
enclosures based on increased departmental efforts in strategic 
alliances and local market development) 


Skyline - Changes have been made to Skyline to increase the 
effectiveness. ach issue will be thematic of a specific subject. 
Format and layout have been modified, stories will carry a more 

. business opportunity flavour and the recipients will be monitored on 
a random basis to help gauge the impact and value. 


In 1994 the following four themes have been selected: 


1) Small Business and Entrepreneurship 

2) Tourism and Hospitality is Big Business 

3) Ongoing Development and Major Projects 

4) Export and International Market Opportunities 
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Promotional Items: 


Nominal distribution in 1994. 


Publications: 
Annual Report - Production of internal quarterly reports and published 
mid-year summary leading to a year end overview of activities. 
Business Development Services Brochure : Summary of services; 
similar translations as Executive Summary 
Business Directory - Sale and distribution on consignment basis of 
Hamilton & District Chamber of Commerce Directory. A feasibility 
analysis will.be undertaken with respect to production of a Regional 
Data Base document. 
° Community Profile - (to be revised 1994). 
a : “Initiative” - A corporate brochure completed in 1993 for distribution 
in 1994. © 


: ° Executive Summary - Summary of Community Profile to be revised for 
1994 and translated to Spanish, Japanese, Chinese and German 


Sectoral Manuals: 


Detailed marketing plans will be developed for each target market. 
The sector manuals are instrumental tools which will portray 
attributes and opportunities in Greater Hamilton related to that 
sector. Statistical information, business opportunities, and 
testimonials will all be included. 


Summary: 


In order to recover costs and generate revenues, Business Development will be charging 
clients/organizations for specific departmental publications and materials. Additionally, the 
number of publications and support materials will be streamlined to reduce expenditures. The 
information services function of the Department will be assigned a greater priority with specific 
objectives of establishing new comprehensive data bases on specific industry sectors, 
retail/commercial data for the Region, available industrial/commercial buildings and properties 
@. inventory, and a Regional Industrial Data Base. 
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Media: 


Local 


National 


International. 


Summary: 


1994 MARKETING 


Magazine ads and radio comprise the bulk of the proposed campaign. 
Due to insufficient lead generations, television has been dropped and 
will be replaced by a radio sponsorship program. The campaign will 
be augmented by two. media management programs to extend the 
reach and exposure of ads and position the department and local 
business for favourable event coverage. 


National markets which overlap into the local area, will be targeted 
via “Canadian Business” and “Profit” magazines. The former will 
enhance awareness and exposure to larger enterprises, while the 
latter is directed towards entrepreneurs and small business. A link 
to market GHTEC will also be forged to build upon this small business 
asset. 


Magazines and association directories will convey the Region's 


_ message. Local area media and public relations support will be used 


in external markets to maximize trade and investment missions. 


Media and communications activities remain valuable business 
development tools. It is imperative that the Region maintain a broad 
based images as a community receptive to development. Awareness 
and exposure guide potential clients to contact the Department 
enabling personal contact and follow up. 


The preceding. communication plan, from the Department’s Agency of 
Record (Olynyk, King and Ouda Inc.) outlines the rationale and 
objectives of the 1994 media and collateral support plan. O.K. & D. 
has been instrumental in maintaining the Region’s campaigns through 
astute negotiation and in service inkind contribution, to leverage all 
expenditures. 
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6... main thrust of the 1994 Convention Marketing Plan, is to attract meetings, conventions and major events to Greater 
Hamilton, resulting in significant external economic benefit to the Region. 


In 1994 the primary target markets have shifted from Local, Provincial and National, to focus on Local Awareness, Repeat 
Business and New Business, reflective of longstanding departmental objectives, with redefinition of the methods utilized to 
achieve these objectives. 


Consistent with efforts in 1993, an increased emphasis on creating local awareness of the first rate convention hotels, 
facilities and suppliers within our Region, as well as our local tourist attractions, will increase our “sales force”. It is often 
local residents who lobby associations, organizations, and clubs of which they are a member, to bring their meetings and 
conventions to Greater Hamilton. j 


The responsibility lies within Convention Services to ensure local members of organizations are aware of the positive aspects 
of bringing their convention to Greater Hamilton. They, in conjunction with staff, can feel confident when approaching their 
governing body, suggesting convening in Greater Hamilton. 


The main thrust will be the launch of a local print media campaign, detailing the benefits of promoting Greater Hamilton as 
a first class convention/event venue and highlighting economic impact figures relating to these locally initiated 
conventions/events. We will showcase local citizens and business people who have secured major conventions/events for 
Greater Hamilton. Additionally, sales calls to local organizations, presentations to local community groups and clubs and 
Regional information receptions and marketplaces, will provide avenues to supplement departmental objectives. 


These efforts will extend to both the Repeat and New Business Markets, targeting the aforementioned governing bodies, 
through the assistance of local organizations. 


Solidifying these contacts through additional programs such as familiarization tours, sales receptions in Ottawa and Toronto, 
direct mail campaigns, telemarketing campaigns and attendance at marketplaces and tradeshows in cooperation with our 
Greater Hamilton Industry Partners, will effectively reach the three focus areas. 


It is acknowledged that opportunities also exist outside of our focus areas and shall be targeted through our presence in 
National organizations such as the Canadian Society of Association Executives Meeting Planners International, sports and event 
commissions and film board tradeshows. 


In 1994 the addition of two major incentive campaigns, the Special Events Revolving Fund and the Meet Free campaign, will 

augment marketing efforts in all three focus areas. The Special Events Revolving Fund will assist in attracting major 

conventions/events to Greater Hamilton including sporting competitions and congresses, while the Meet Free incentive campaign 
‘ funded in cooperation with H.E.C.F.I., will target city wide conventions. 


As continued services to convention/event organizers, delegates and attendees, staff will offer pre and post convention/event 
tour packaging, as a means of generating revenue for the Region. Complementing these efforts will be an increased emphasis 
on servicing conventions meeting in Greater Hamilton, designed to encourage repeat business. 


Client response has indicated that the impressive range of services offered to convertion organizers by Convention Services 
@.. key selling tools when promoting Greater Hamilton as a Convention destination. 
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Objective: T 


Attract conventions/events to Greater Hamilton resulting in significant economic benefit 
through the inflow of external dollars. 


Strategies: 


Maintain and expand current number of meetings, conventions and major events held 
in Greater Hamilton. 


Ensure that residents of Greater Hamilton and surrounding area are familiar with both 
convention facilities and services as well as area tourist attractions in the Region. 
Community support and awareness are vital to the Department's efforts. 


Secure repeat business from organizations which have previously met in Greater 
Hamilton. 


Through cooperative efforts, assist local hotels, convention facilities and hospitality 
industry partners with product promotion to repeat and new clients. 


Create and foster a positive image of Greater Hamilton as an ideal convention € 
destination committed to unsurpassed personalised convention servicing. ag 


Methods: 


Increase awareness of facilities and services offered to meeting, convention and major 
event organizers on local, provincial and national levels, through proactive and targeted 
marketing, including direct sales calls. 


Provide unsurpassed convention servicing to groups convening in Greater Hamilton 
including the expansion of services and incentives. 


Create and enhance cooperative advertising and promotional opportunities with 
H.E.C.F.J. and local convention hotels thereby reducing costs while providing greater 
exposure for all cooperative partners. 


Attend industry related marketplaces and tradeshows targeting specific growth markets 
as identified through local awareness programs. 


Maintain and enhance comprehensive records relating to the economic impact of 
conventions in the Region; including benefits realized by local affiliate associations and 
testimonials from local organizers. € 
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Concentions JL epi Ib Awareness Campaign 


riective: 


Approach and recruit local organizations/persons involved in associations, fraternal organizations and/or sporting groups, 
to reinforce awareness of local convention/event facilities and create opportunities to host a greater number of 
conventions/events in Greater Hamilton. 


Strategies: 


Formulate a public relations/media campaign to increase awareness of locally initiated conventions/events Greater Hamilton 


and the corresponding economic impact. 


Focus on increasing awareness of Greater Hamilton convention/event facilities and their sales staff through cooperative 
promotions such as sales receptions, targeted advertising and direct mail. 


Create a database which identifies local persons, groups and organizations, deemed to be prospective clients. 


Methods: 


@ 


Initiate a cooperative advertising campaign with industry partners utilizing Hamilton Spectator “Special Feature” insert 
and/or a Canada Post direct mail piece, thus familiarizing prospective local clients with convention facilities, hotels, 
attractions and services available in Greater Hamilton. 

Market to organizations such as Rotary, the Chamber of Commerce, local hospitals and educational facilities, via inserts, 
newsletter advertising, direct mail and speaking engagements. The objective is to emphasize the need for local residents 
and business people to support the economy through the hospitality sector. 


Host sales receptions targeting a specific group of potential clients in the Region, i.e. educators, health care professionals, 
labour and service groups. 


Continue hosting appreciation night recognizing those involved in hosting a convention/event in Greater Hamilton. 
Launch cooperative local client-campaign in print and message boards. 


Conduct educational seminars highlighting the impact of the convention/event industry in Greater Hamilton, the importance 
of community involvement, experiences of past local clients and detailed instruction on planning a convention/event. 


In cooperation with H.E.C.F.I. and local convention hotels, staff information booths at community festivals/events. 


Send prompt messages through forums such as pay cheques and internal employee memorandums to all Regional and City 
employees encouraging attendance and involvement in conventions/events, to promote Greater Hamilton as a possible site. 


Encourage the development and growth of local organizations such as the Greater Hamilton Sports Corporation. 
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Concentions Repeat Business Campaign 


Objective: 


To ensure that past conventions/events held in Greater Hamilton return. 


Strategies: 


Devise a continuous direct mail and telemarketing campaign targeted at past 
convention/event organizers, thanking them for their past business and securing 
opportunities to bid for future conventions/events. 


: Develop a newsletter for to be sent to past clients on a quarterly basis advising 
recipients of recent changes and/or improvements in the local hospitality industry, while 
announcing incentives and special rates available to repeat clients. 


Encourage all sales staff to keep in contact with past clients through membership in 
National/Provincial organizations, sales receptions and familiarization tours. 


Methods: 


Create direct mail material to be sent to convention/event organizers who have 
previously utilized Greater Hamilton facilities, to be followed by a telephone interview 
determining possible future host dates. 


Develop a newsletter to be sent to convention and tourism clients as well as industry 
cooperative partners on a quarterly basis, advising recipients of recent changes and/or 
improvements in the local hospitality industry and information on statistical trends. The 
first issue will be produced in the spring/summer of 1994 and quarterly thereafter. 


With H.E.C.F.I. and local convention hotels, choose a select list of convention/event 
organizers and invite them to a uniqué reunion familiarization tour of Greater Hamilton. 


~ Continue to cooperatively invite possible repeat clients to sales receptions, events, 
concerts and sporting competitions held in Greater Hamilton, thus enhancing the 
relationship between client and sales representative. 


- Conduct sales calls on past convention/event organizers. 


Create and maintain database including ail organizations/persons who have staged 
conventions/events in Greater Hamilton. 
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Objective: 


Utilizing industry directories and conference/tradeshow attendants lists, approach 
prospective clients who have not utilized convention/event facilities in Greater Hamilton 
in the past and encourage them to secure convention/event space in the Region. 


Strategies: 


Create an incentive program which would entice those who have not previously met 
in Greater Hamilton to consider hosting their convention/event in the Region. 


Methods: 


Market the Special Events Revolving Fund to major conventions/events as an incentive 
to host the convention/event in Greater Hamilton by providing organizers with start-up 
capital loans. 


a : Develop a program in conjunction with H.E.C.F.I., to market "Meet Free Campaign” to 
selected clients, outlining reduced meeting/event space rates. 


: Continue to advertise in Canadian Society of Association Executives trade magazine, 
alternating placements with H.E.C.F.l., complementing advertising efforts of Greater 
Hamilton convention hotels. 


Conduct cooperative sales missions to Toronto and Ottawa. 
Conduct direct sales calls on convention/event planners. 


Conduct cooperative familiarization tours of Greater Hamilton, inviting convention/event 
organizers to orientation tours. 


Cooperatively invite prospective clients to events, concerts, and sporting competitions 
held in Greater Hamilton, facilitating relationship building between clients and sales 
representatives. 


Maintain presence in organizations such as Canadian Society of Association Executives, 
Meeting Planners International and Religious Conference Management Association, and 
continue to cooperatively participate in related tradeshows and marketplaces, 
facilitating the acquisition of new contacts within the convention/event industry. 


& 
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Concention Sercicing 


Objective: 


Provide unsurpassed service to all conventions and major events held in Greater 
Hamilton, augmenting efforts to encourage Repeat Business Campaign. 


Strategy: 


Ensure all convention/event organizers are offered the full range of services provided 
by Tourism and Convention Services. Most importantly those services which are not 
presently provided by competing destinations (ie. Meet Free Campaign, Special Events 
Revolving Fund, tour operations and registration services). 


Methods: 


Maintain high level of personal contact with convention\event organizers. © 


Offer pre and post conventionfevent tour packaging as requested by the 
convention/event organizers. 


Explore the feasibility of a delegate housing service. 


Through improved communication, increase co-operation between local attractions, 
malls, restaurants, entertainment venues to better service convention/event attendees. 


Encourage spouse/family to attend conventions by organizing a strong and interesting 
programme. 


Encourage delegates/attendees to combine convention/event activities with vacations 
by promoting Greater Hamilton’s attractions and central location. 


Increase volunteer base to provide convention/event organizer with additional assistants 
as a Servicing incentive. 
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The Tourism and Hospitality industry has undergone a significant restructuring over the past number of years. Hospitality 
partners are selling to a cautious and income constricted consumer who will be seeking value and bargains for scarce 
disposable dollars. While it is anticipated that business conditions will improve in 1994, it will take a concerted marketing 
effort before historical expenditures levels are realized. 


The domestic travel market, the outbound European and U.S. market will remain relatively flat in 1994, reflecting a modest 
increase of approximately 2.5%. The U.S. market is somewhat surprising considering U.S. favourable exchange rates and the 
value for disposable dollars that such reflects. The Department must focus a significant effort on this dwindling U.S. market 
and neighbouring border states, highlighting value and exchange. 


The business travel market, government expenditure restraints, the use of telecommunication equipment and general corporate 
downsizing will also render this market relatively flat with a nominal projected increase of only 1.5%. 


The pre-emptive words for 1994 appear to be “cautious but slow recovery” and the accommodation industry while slowly 
turning the corner, of this drawn out recession, must focus on competitive marketing factors. Room rates, exchange rates 
and overall value for dollar must be highlighted to achieve the forecasted growth rate of 2% across the Province of Ontario. 


The Department monitors the hospitality industry through a variety of trends and statistical data reflecting broad based market 
segment focus, which could not be realistically maintained in 1994. Boosting domestic pleasure travel from Southern Ontario 
will become a major objective of the 1994 Marketing Plan as it relates to the specific market segments. Major trends in 

rviacation western migration and an aging population will be key analytical factors to be understood and acted upon. The 
augmentation of consumer and group travel is also a primary focus to which staff are dedicating significant resources and 
planning to attend over 15 consumer and travel-trade related marketplaces in Canada and the United States to promote Greater 
Hamilton. 


Strategically, the industry has been fractured into three significant markets, ie: primary, secondary and growth markets based 
on past and current visitor statistics. Allocation of resources will be directed on this basis where the return to Greater 
Hamilton will be the greatest. 


International markets such as Japan, Korea, Hong Kong, Germany and the U.K. will continue to be monitored for their potential 
tourism development. In conjunction with receptive operators, it will be essential to penetrate these markets as they provide 
the greatest influx of external dollars and economic benefit. Whenever possible, resources will be mutually shared with the 
hospitality partners promoting co-operative and regional area presentations. Direct sales with tour operators, receptive 
operators and travel agents offer the benefits of booking business on-site, creating personal itineraries and identifying specific 
needs and having the ability to address these needs. Familiarization tours (FAM) have long been recognized as an effective 
and profitable means to showcase a tourism area and this will be enhanced in 1994 by a co-operative cost effective marketing 
strategy. 


The Department will continue to offer assistance through monthly information meetings, individual interactions, co-op programs 
including advertising, tradeshows, sales calls and local awareness campaigns. The value of the dollar must be recognized at 
every opportunity and this has been a primary focus of the hospitality industry and in particular the Celebrate Program. 
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Developing strategies to extend overnight stays in Greater Hamilton is a primary objective of the Celebrate ‘94 co-operative @ 
marketing campaign. The augmentation of special events and attractions encouraging visitors to "Stay a Little Bit Longer” 
and multi-media advertising to local, Southern Ontario, neighbouring New York States, highlighting Greater Hamilton as a Festive 
Region will be enhanced. Educating the consumer and travel trade markets through advertising, marketplaces, FAM tours and 
direct sales calls will continue to promote Greater Hamilton as a two and three day destination, hoping to surpass the projected 


2% real growth of this industry. 


An essential component of the Tourism Marketing Plan is improvement of existing and development of new audio and print 
materials to pique the interest of potential visitors and improve the image of Greater Hamilton. Cost recovery and partnership 
programs will be implemented and enhanced, thereby increasing the number of brochures, guides and other support materials 
to expand information dissemination. The Tourism industry will be encouraged to use the logo and slogan “Greater Hamilton - 
A Festive Region” on all of their print and promotional material which is consistent with the initiated local awareness 


campaign. 


Measurement and evaluation of all existing programs will be the basis for future plans of action and provide the dynamism 
to respond to changing economic conditions. This will be monitored and tracked by staff on a monthly basis providing 
information to all members of the hospitality industry. 


Finally, as a continued service to tour operators and the consumer markets, the division will explore the packaging aspects 
of tours based in Hamilton, encompassing Toronto and Niagara Falls. This will increase the acceptability and affordability of 
overnight accommodations in Greater Hamilton, while still having access to the neighbouring attraction and special events. 


The following pages detail specific activities to be undertaken in 1994 to affect the three targeted markets: &> 
- Tier 1 - local Greater Hamilton 


- Tier 2 - Southern Ontario 
- Tier 3 - U.S. and International 


1994 MARKETING PLANS 19 


eon seme Oro eteiouitel a 


Goal: 


To increase the number of visitors and duration of stay to Hamilton-Wentworth. 


Objectives: 
Increase consumer and group travel to Hamilton-Wentworth. 


Partner with the local tourism and business industries to maximize the economic 
benefits for Hamilton-Wentworth. 


; Develop strategies to extend overnight stays in Hamilton-Wentworth. 


Maintain and create major tourism activities providing economic benefits for Hamilton- 
Wentworth as a whole. 


Foster awareness, enhance Hamilton-Wentworth’s image, create positive attitudes and 
perceptions, to regional and external markets, through tourism programs. 


Strategies: 


“ Attend consumer and travel trade marketplaces primarily in Southern Ontario and 
Upstate New York. Secondary markets are identified as Ohio, Michigan, Pennsylvania, 
and New England States. Markets presently being analyzed are south-western United 
States, Quebec and internationally Japan, Korea, Hong Kong, Germany and the United 
Kingdom. 


Direct sales calls, with tourism partners, targeted at the Metro Toronto, Michigan and 
New State areas. 


Expansion of Fam tours to sell Hamilton-Wentworth as a tourist destination to tour 
operators and group leaders. 


Maintain comprehensive data base files on leads, operators, Fam follow-up and cold 
calls. 


Maintain monthly statistical information on attraction attendance, entertainment 
facilities, motorcoach visits and origins. 
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Monitor and respond to external factors influencing industry trends. 
Increase awareness of the role of the Tourism department. 


Aggressively pursue the “come early - stay later” program directed at convention 
delegates. 


Maintain monthly Tourism Update Committee meetings with tourism and business 
industry partners. 


Promote the partnership driven Celebrate ‘94 “lure” campaign to target markets. 


Administer The Greater Hamilton Aquafest and The Greater Hamilton Tattoo as major 
tourism programs. 


Assist attractions, festivals, special events, and other hospitality sectors to maximize 
their tourism potential. 


Production and placement of multi-media marketing campaign. 


Measure and evaluate all programs. 


Liaise with provincial and federal government officials, tourism associations, special 
interest groups, and industry representatives. 
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Objective: 


To increase local community awareness of Greater Hamilton's tourism industry including 
festival, events, attractions, restaurants and hotels. 


Strategies: 


Create brochures and guides which list local tourism related activities and events for 
local distribution. 


Develop local media campaign in support of the “Celebrate” co-operative tourism 
marketing program. 


Maintain a presence at local-events to promote Greater Hamilton tourism. 


Methods: 


Develop Celebrate ‘94 support materials, brochures and letterheads, co-oping costs with © 


hospitality industry partners, for the consumer and group travel market. Celebrate will 
focus on value added programs promoting festivals and events to encourage tourism 
and increase extended stays in the Region. Distribution will be 800,000 throughout 
the three Tier markets (local, Southern Ontario and US/International). 


Develop a newsletter for the local tourism and convention industry to disseminate 
information, statistics, trends and local news. The first issue will be produced in the 
spring/summer of 1994 with future issues circulated quarterly. 


Staff will continue to produce the bi-annual Events Book, as the only central source 
of information on events taking place in Greater Hamilton. It is available free of charge 
and used extensively by the media, schools, and the general public. Co-op advertising 
is sold to help defray the cost of publication with addtional savings and quality of 
content being realized through in-house production. There is no charge for listing an 
event. ; 


Update monthly and send to a select list of media and community information centres, 
to ensure that events not listed in the bi-annual Events Book receive coverage. 


Staff information booths at local events and distribute tourism related materials. 


Work with Convention staff and other tourism industry members to organize local trade 
missions, mini-marketplaces and receptions. 
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In support of the Celebrate program, 172,000 brochures will be distributed through 
the Hamilton Spectator in May. 


Maintain “Event Line" through Spec-tel. 


Major festivals, events and conventions will be highlighted on the Message Board at 
Dundurn and King St. This board has a viewing rate of 476,000 times per week 
providing a cost effective medium to increase local awareness. 


Greater Hamilton’s tourism mascot SOHO will be scheduled to appear at festivals, 
events, fund raisers, and conventions to reinforce the tourism message: “Discover the 
Festive Region”. 


Use internal methods throughout the Region to promote festivals and events i.e. pay 
cheques, Skyline etc. 


Organize presentations to associations, schools and service clubs promoting the Greater — 
Hamilton tourism message. 
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Objective: 


To increase, from Southern Ontario, day trips and extended stays from both the 


consumer and travel trade market. 
Strategies: 


Design and develop reference materials for distribution to the Travel Trade industry. 


Further research and detail the Southern Ontario travel trade and consumer market to 
facilitate tourism program development. 


Develop public relations/media campaign directed at consumers to visit Greater 
Hamilton. 


Methods: 


Develop 1994 Group Planners Guide for Tour Operators and Group Leaders. This is the 
most important tourism tool for securing. group travel trade. Co-op advertising with 
industry partners and in-house production will assist in defraying the cost of 
publication. Distribution is approximately 800. 


Develop a generic tourism shell to be utilized for assembling brochures and print 
materials to tour operators, travel writers, fam tours and seminars. 


Distribute 135,000 Celebrate brochures in the following markets: Greater Toronto, 


Niagara Falls/St. Catherines, Burlington, London/St. Thomas, Windsor/Sarnia, 
Kitchener/Waterloo, Barrie, be a ova Nason and Siw tul 


Refurbish display materials to enfanca Greater Hamilton’s tourism message. 


Promote Greater Hamilton at Southern Ontario Consumer Shows such as London Free 
Press and Toronto Travel & Leisure Shows. 


Attend travel trade marketplaces directed at the Southern Ontario Market ie. OMCA. 


In conjunction with Convention Services, promotional items all be developed as 
incentive giveaways at trade shows and sales missions. 
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Develop three fam tours using Celebrate festivals as anchors and include hotels, 
attractions and restaurants. 


Participate in OMCTR and Festival Country developed Familiarization Tours. 
Celebrate brochures will be inserted in community newspapers in the following 
locations: Newmarket, Brampton, Etobicoke, Mississauga, Milton, Scarborough, 


Chatham-Leamington, Windsor and Sarnia. 


Develop public relations campaign utilizing contra week-end package contests and on 
air visits by SOHO. 


Maintain 1-800 number keeping statistical data on call source and information 
requested. 


Create and compile computer database on tour operators. 
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Objective: 


To increase the number of US and international visitors to Greater Hamilton. 


Strategies: 


Promote the joint marketing program “Celebrate” to encourage overnight and extended 


stays. 


Promote value for money and Canadian vs US dollar exchange rate. 


Focus marketing efforts on the US Border drive markets. 


Methods: 


Distribute 25,000 Celebrate brochures through CTM Brochures Limited to the 
geographical areas of Niagara Falls, Buffalo, Lewiston, Youngstown, Williamsville, The 
Tonawanda, Rochester, Batavia, Farmington, Henrietta and Spencerport. 


Conduct six week television campaign highlighting Celebrate festivals and partners. 
Markets include Buffalo, Syracuse and Rochester. 


Conduct six week newspaper campaign highlighting Celebrate festivals and partners in 
Buffalo. 


Conduct six week radio campaign highlighting Celebrate festivals and partners in 
Buffalo, Syracuse and Rochester. 


Advertise in Michigan Living May issue, featuring the Celebrate festivals and partners. 


Conduct direct sales calls on prospective US and International tour operators. 


Continue to participate in tradeshows and marketplaces directed at attracting 
international travel trade and consumers such as AAA shows, Prospect Ontario, 
Canadian Consulate shows, Festival Country Co-ops, NTA and Rendezvous. 


-Conduct Fam Tours for targeted tour operators highlighting festivals, attractions, 


restaurants and hotels. 
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Objective: 


To provide assistance and information to all tourists prior and during their say in 
Greater Hamilton. 


Strategies: 
Enhance and maintain existing tourism publications which assist visitors in orienting 
themselves with Greater Hamilton. 
Administer information centres where tourists may obtain brochures, maps, travel 
assistance and information. 


Methods: 


Maintain supply of brochures using existing creative and annual revisions: @ 


- Dining Guide 
- Accommodation Guide 


Assist representatives of "Where" map by supporting development of this project and 
encouraging co-op advertising with tourism partners. This map will be used by tourists 
and convention delegates. 


Analyze utilization of at the Fifty Point Tourism Centre and ascertain the viability of 
continuing this operation. 


Work closely with local municipalities to market their tourism products and facilities 
(ie. Ancaster - Ancaster Old Mill Restaurant, Dundas - Ben Veldhuis Ltd., Flamborough - 
African Lion Safari, Glanbrook - Canadian Warplane Heritage Museum, and Stoney 
Creek - Battlefield House) ah | 


Maintain a stock of tourism and hospitality industry brochures in order to support 
telephone, mail or personal requests for information. 


Continue to utilize the Lady Hamilton Club to staff information booths at various 
functions and first point of contact at the Tourism Centres. 
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REGION OF HAMILTON-WENTWORTH 
- INFORMATION - 


DATE: March 4, 1994 


REPORT TO: Chairman and Members 
Tourism and Convention Development Advisory Board 


FROM: Lynda Sohal 
Legislative Assistant 


SUBJECT: Revenue Generating Agents for the Economic Development Department 
(ECO 94-009) 


‘° 


tive Assistant 


BACKGROUND: 


Regional Council, at a special meeting held on February 9, 1994, adopted Report ECO 94- 
009, as follows: 


3.1 Revenue Generating Agents for the Economic Development Department 
(ECO 94-009) | 


a) That the Director of Economic Development be authorized and 
directed to initiate the following proposed Revenue Generating Plan, 
as Outlined in Report ECO 94-009: 


i) Sale of merchandising/ticketing at the tourist information 
centres; 
ii) Packaging of day tours to conventions; 


lii) | Packaging of overnight and day tours to operators with 
commission/mark-up; 

iv) | Co-op programs in the marketing of outside destination to be 
included in Regional publications; 


SUBJECT: Revenue Generating Agents for the Economic Page 2 
Development Department (ECO 94-009) 


v) Convention housing and brochure distribution; 
vi) | Contra with Marketing Partners; 
vii) | Accommodation fee; 
viii) Convention Shuttling/Transportation 
b) That the two additional staff required to implement this Plan be made 
available from the Regional re-deployment pool. 


A copy of Report ECO 94-009 has been attached for the information of the Advisory Board. 


LS/ 


attach. 


JAN 2 8 1993 


REGION OF HAMILTON-WENTWORTH 
- RECOMMENDATION - 


DATE: 1994 January 18 
REPORT TO: Chairman’s Budget Steering Committee 
_ FROM: Mr. Nick Catalano 
Director 


Economic Development Department 


SUBJECT: Revenue Generating Agents for 
Economic Development Department (ECO 94-009) 


RECOMMENDATION: 
a) That the Director be authorized to initiate the proposed Revenue Generating Plan. 


aD) That the two additional staff required to implement this plan be made available from 
Ee the Regional re-deployment pool. 


A Catalano, Director 


Economic Development Department 
FINANCIAL/STAFFING/LEGAL IMPLICATIONS: 


Potential revenue sourcing agents, outlined in the attached report, highlight estimated 
revenues. 


The estimated net revenue of all the proposed programs is approximately $355,000 annually 
(see schedule). It is anticipated that in order to achieve these potential revenues one full- 
time sales co-ordinator, along with an additional support staff person to help administer the 
programs, would be required. 


ECO 94-009 
Page 2 


BACKGROUND: 


The Tourism and Convention Services division of the Economic Development Department 
is responsible for development and marketing of the Region as a tourism/convention 
destination, to heighten awareness of the Region, act as a booking agent and MOO anOn 
source for events and attraction for the Region. 


The Tourism and Convention market has the potential to generate significant revenues. 
There are several avenues which the department has examined and these are analyzed in 
this document. 


This report will outline revenue generating agents that the Tourism and Convention 
Division has investigated for immediate implementation. 


ANALYSIS: 
i The sale of merchandising/ticketing at the tourist information centres. 


Presently, there is no outlet in Greater Hamilton to purchase souvenirs or craft works from 
the Region. The Tourist Information Centres can be set up to merchandise and sell 
souvenirs to the public. Along with the merchandising, tickets may be sold for HECFI 
events, busing, lottery and other events in the Region. A survey was conducted at the four 
tourist information centres to ascertain whether tourists visiting our Region would be 
interested in buying souvenirs. The survey was conducted during the months of June, July 
and August at the Downtown Centre, African Lion Safari, Fifty Point and Royal Botanical 
Gardens; 77% of tourists interviewed indicated that they would like to see souvenirs for sale 
at the tourist information centres. 


Estimated Net Revenues $20,000. 
The positive response from the surveys indicates that souvenir sales are a new source of 


revenue for the Region. This can be contracted out to an independent entity providing a 
percentage of sales revenues to the Region. 


16) 


ECO 94-009 
Page 3 


2. The packaging of day tours to conventions. 


With over 200 conventions in our Region each year, over 90% of the conventions require 
packaged day tours for their delegates. Day packaging can be arranged through this 
division, controlled and sold to the delegates. Transportation, bookings and guide services 
can be handled by the department to generate revenues. 


_ As an enhancement to bid packaging for conventions, the control of the social events and 


the tours i.e. concerts at Hamilton Place or tickets to sporting events may be used as 
enticements in the decision to bring the convention to Greater Hamilton. 


Conventions and Events such as the World Basketball Games, International Children’s 
Games and other national and international conferences would be targeted. Revenues 
could be generated with the sale of tour packages to outlying areas, along with local tour 
packages. : 


Estimated Net Revenue $115,000. 
3. The packaging of overnight and day tours to operators with commission/mark-up. 


As part of our marketing plans, staff target tour operators to market Greater Hamilton’s 
attractions and accommodations. To facilitate accommodation in Greater Hamilton, many 
operators regularly provide tours outside the Region i.e., Niagara, Kitchener and Toronto. 
Often, staff refer the operator to the outlying areas who then package the tours and 
generate the revenues. 


The Division will organize the total package including bookings and ticketing for attractions 
and charge a mark-up for the attractions outside the Region i.e., tickets, transportation, 
Niagara winery tours, etc. 


Additionally, through the sale of group packaging, commission sales may be packaged into 
the tours. 


Estimated Net Revenue $10,000. 


4. Co-op programs in the marketing of outside destination to be included in Regional 
publications. 


Presently, the division creates brochures and guides for Greater Hamilton without any 
exposure for the outlying areas of Niagara, Kitchener and Toronto. To generate packaging 
information, staff is proposing their inclusion in several publications, thereby generating 


revenues. 
../4 


-~REVENUE GENERATING AGENTS 


PROGRAM 


Merchandising 
Convention Packaging 
Tourism Packaging 
Convention Housing 
Brochure Saving 
Contra Servicing 
Accommodation Fee 
Shuttling 

Staff Requirements 
Equipment & Material 
Advertising 


12 MONTH BASIS 


$ 735,000 


ESTIMATED 
FIXED 


EXPENDITURE 


$ 10,000 
225,000 
10,000 
10,000 


100,000 
10,000 
15,000 


$ 380,000 


NET 
ESTIMATED 


$ 20,000 
115,000 
10,000 
50,000 
10,000 
15,000 
250,000 
10,000 
(100,000) 
(10,000) 
(15,000) 


$ 355,000 
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DATE: 


REGION OF HAMILTON-WENTWORTH 
- RECOMMENDATION - 


1994 February 16 


REPORT TO: Chairman and Members 


Economic Development and Planning Committee 


FROM: Nick Catalano 


Director 


SUBJECT: ‘MANDATE OF THE TOURISM ADVISORY BOARD ECO-94-013 - 


RECOMMENDATION: 

That the following Mandate for the Tourism and Conventions Advisory Board be approved 

as follows: 

a) Provide input into the annual Marketing Plans. 

b) Provide input into the breakdown of the Marketing Plan and its focus on specific 
market sectors. 

c) Provide input on specific issues that the Director of the Department and the 
Chairman of the Board feel are pertinent to economic vitality of the hospitality 
industry. 

d) Provide input on industry trends and analysis.as put forth by various publications. 

e) Provide input on key growth sectors and how the department can position itself to 


take advantage of these sectors to enhance the economic vitality of the community. 


; HI 
Nick ft Director 


Economic Development Department 
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ECO-94-013 


BACKGROUND: 


At Regional Council meeting of July 20, 1993, staff were directed to review the mandate 
of the Tourism Advisory Board and bring back a report for the Economic Development and 
Planning Committee’s consideration. 


Over the past six months, staff have been meeting with various representatives of the 
Tourism Advisory Board to discuss areas of common interest, expertise, involvement and 
limitations thereto, endeavouring to formulate a sound basis whereby the Tourism Advisory 
Board can provide their input and guidance and assist in the enhanced function of the 
Economic Development Department - Tourism and Convention Services Division. 


At the Tourism Advisory Board meeting of December 2, 1993, staff were requested by the 
Chairman to outline and detail the various discussions that have ensued over the previous 
six months. The Tourism Advisory Board and its Chairman concurred with this mandate 
as a basis for the agenda items, which the Board will be asked to provide input. 


Staff was also requested to comment on the potential of the Board operating as an 
independent body. The members of the Board did not feel that this was appropriate at this 
time. Considering that the Economic Development Department is fully funded by Regional 
government, they preferred to continue operating on this basis as provides a conduit to 
present their views through a business and political process. This avenue was left totally 
open and if the Board or its Chairman, at some point in the future, feel that exploration of 
this item is warranted, staff has indicated full co-operation in providing information and 
input. 


Staff also undertook a survey of comparable metropolitan areas throughout Canada, to 
ascertain how their Tourism and Convention Divisions were structured and functioning. 
The majority of organizations felt that the structure currently place in the Hamilton- 
Wentworth Region was functional and-effective. Many requested that staff provide them 
with our organizational structure in reviewing their own internal structure. 


An analysis prepared by the hospitality industry reflects that municipalities with a population 
base in the 300k-700k was best served by a structure similar to that in the Hamilton- 
Wentworth Region. The creation of an independent entity should only be considered when 
the population exceeded 1 million people and the diversification of the partners necessitated 
an independent structure while mitigating the respective personal interests of the individual 
members. The hospitality partners in the Hamilton-Wentworth Region are skewed in their 
participation, representation and contribution to the local economy. One facet of an 
independent structure was the issue of representation and how to ensure that all would be 
accorded the same degree of input and resources. : 
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African Lion Safari 


and Game Farm Ltd. 


R.R. #1, Cambridge, Ontario, Canada N1R5S2 Telephone (519) 623-2620 


SAFARI RESORT 


African Lion Safari is intending to develop a high quality all-weather recreation and leisure 
resort targeted to the family short-break market. There are amazing synergies between our 
proposed and current developments which we are certain will ensure another successful 25 
years for us. One of the more important is that our current development will become a year 
around destination as the new development draws tourists from further afield in virtually 
untapped markets. The total number of tourists is anticipated to rise to 1,200,000 annually. 


African Lion Safari our current development has many reasons to celebrate. In 1993 we hosted 
our 10 millionth visitor. When we open to the public 01 April 1994 it will mark the 
beginning our 25th YEAR. 


Some economic highlights of our Safari Resort project are: 


Investment $108,100,000 
Jobs During Construction 2,661 
Jobs During Operation 823 


Municipal Taxes During Construction $ 3,243,000 
Municipal Taxes During Operation eS 95s201 
Regional Economic Impact - annually 18,826,845 


Have a Rnarina Gand Time 
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The inter-related elements of the new development to be built on 750 acres which the Dailley’s 
currently control will include: 


- 623 Holiday Villas. Comfortable, fully furnished holiday villas complete 
with excellent self catering facilities. The villas will be arranged in 
a series of "villages". 


Central Building. This will cover 2.5 hectares and will include: 


* Atrium. This will be a covered piazza with various restaurants, shops, 
boutiques and indoor sports centre: all in an exotic tropical atmosphere. 


* Hotel. There will be an 100 room complex with a superb view over African 
Lion Safari. 


* Business Service Centre. This includes meeting and board rooms, a 
conference centre and banqueting facilities. 

* Aqua Park. Features will be domed swimming pools, wave pool, wild water 

rapids, hydrotubes, whirlpools and a superbly equipped health and fitness 

centre with saunas, all surrounded by tropical plants. 


* Outdoor Sports and Leisure. Activities will include a wide variety of 
interests such as archery, bowling, curling, bird watching, mountain 
biking and tennis, as well as, a children’s play area and an equestrian centre. 


* Golf Facilities. A 9 hole professional golf course. 


The development will feature comprehensive upgrading of the premises to include woodland 
management, extensive new tree and shrub plantings, walks, bridlepaths, jogging, nature trails 
and a nature conservation programme for the wetlands. 


The project will be environmentally sensitive and ecologically sound and most importantly a 
paradise for people of all ages. 


Setar eae, 


MID-YEAR REPORT 
TO 
THE REGIONAL MUNICIPALITY OF HAMILTON-WENTWORTH 


DECEMBER 1, 1993 


BACKGROUND 


In our current environment of continual change, the need for timely and effective two 
way communication is fundamental to our efforts to promote a stronger tourism 
economy. This Mid-Year Report is presented to foster improved communications in a 
forum conducive to an exchange of information, concerns and ideas. 


The following is a brief overview of the tourism economy, change occurring within the 
industry, an overview of program highlights for 1993 and a look a head to 1994/95. 


THE TOURISM ECONOMY 


Improved summer weather and a gradually strengthening economy in concert with 
effective promotion have resulted in significant increases in tourist traffic and modest 
gains over 1992 in revenues. 


The trend is positive in direction and projections for fall and winter suggest that fewer 
Canadians will be travelling to Florida and an increase, albeit small, of U.S. visitors is 
expected. 


Although the trend and projections are positive, many industry partners’ level of 
business still lags significantly behind 1989/90 sales. We must remain vigilant in our 
efforts to protect market share in an extremely competitive global marketplace. This 
can only be accomplished through effective and aggressive marketing. 


STRUCTURAL CHANGE 
Effective tourism marketing at the national and provincial levels is of such importance 


that new organizations and partnerships are being studied at both levels. Festival 
Country has represented your interests at both levels over the last. fourteen months. 


STRUCTURAL CHANGE (con'd) 


It appears that Tourism Canada at the national level will become a Special Operating 
Agency (S.O.A.) of the Federal Government which will afford it more latitude in 
forming private sector partnerships. At the provincial level, the Ontario Tourism 
Sectoral Strategy process is continuing and a report is expected later this fall. 


1993 PROGRAM HIGHLIGHTS 


Festival Country's annual program of action encompasses some 40 different programs 
to address specific markets and partner needs. This report will overview only those 
programs that are new and/or have undergone significant change. 


See & Do Guide - Niagara and Mid-Westem Ontario's four colour presentation of 
attractions, cultural activities, festivals and events, accommodations, restaurants and 
shopping. This year, the former Adventure Guide and See & Do Guide were 
consolidated into the new See & Do Guide format with up-graded maps and a new 
coupon section to promote value. 


The re-design of the publication, in concert with new U.S. promotions and consumer 
database marketing, created a demand for the publication exceeding the 100,000 copy 


Supply. 


Spring Consumer Shows - Festival Country bulk buys space at shows at a reduced 
rate which promotes a tourism product critical mass while, at the same time, reduces 
participation costs. This spring, six partners participated in the London Free Press 
Show, while sixteen participated in the Toronto Travel & Leisure Show. Asa pilot 
project, a four booth cluster was at the Cleveland Sport and Travel Show. The 
combined attendance at the three consumers shows was approximately 310,000. 


Special Projects - 401 Intercept Program - This spring, Festival Country installed an 
electronic, database driven visitor information system at the eastbound 401 service 


centre at Woodstock in partnership with a number of members, the Ministry of Culture, 
Tourism and Recreation and the Ministry of Transportation. As of the end of August, 
36,000 pages of information had been accessed on the system and some 1800 phone 
calls were generated to participating advertisers. Effectiveness of the program is now 
being evaluated to determine if the program will be continued. 


U.S. Consumer Market - To enhance our share of the U.S. border state market, 
Festival Country ran an eight page Ontario feature in the May issue of Michigan Living 
magazine in partnership with other Ontario travel regions. The magazine is distributed 
to approximately one million Michigan AAA autoclub members. The promotion 
generated in excess of 10,000 reader service card requests for information on Ontario 
product. 


e 


Summer Programs - The Travel Counsellor and Brochure Distribution Programs were 
our key vehicles to disseminate written and verbal information to our visitors travelling 
throughout Niagara and Mid-Western Ontario. 


This year, Festival Country was able to hire, train and administer 33 Travel 
Counsellors with the support from the Provincial Experience Program and Federal 
Seed Program. Four Travel Counsellors were placed in the Regional Municipality of 
Hamilton-Wentworth. 


With the support from the Ministry of Culture, Tourism and Recreation, Festival 
Country's 16 week Brochure Distribution program covered some 16,500 kilometres 
delivering in excess of 438,000 brochures to 45 information centres and an additional 
23 satellite centres throughout Niagara and Mid-Western Ontario. 


Group Tour Market - The group tour or motorcoach business is very important to our 
members as it generates a lot of mid-week business. In 1990/91 for instance, key 
group tour operators from the Chicago, New York, Boston and border states area 
alone represented in excess of $75 million U.S. in Ontario. 


This year, the Group Tour program has been re-designed to reflect current tour 
operator needs and preferences. More of an emphasis has been placed on tour 
operator and group leader familiarization tours. 


Competition for group tour business in both the North American and Overseas 
markets is fierce. 


The Getaway Book - The Getaway Book is Niagara and Mid-Western Ontario's 
Catalogue of get-a-way (one to three day) holidays. The publication, through our 
media program, an Ontario Breathers newspaper promotion and our consumer 
database distribution, caused demand to exceed the 25,000 copies produced. 


Publicity Program - Travel articles in newspapers, magazines and electronic media 
coverage of travel opportunities represents free advertising for our product and area. 
As a result, significant resources and support services, in partnership with the Ministry 
of Culture, Tourism and Recreation's Media on Special Tour (M.O.S.T.) program, are 
directed towards attracting and catering to the needs of qualified media. 


1994/95 Marketing Plan - After a series of partnership meetings, the plan is close to 
the final draft stage and will be presented to the Board of Directors in December. The 
focus is on program results. 


All stakeholders are invited to input their ideas, concerns and opportunities for 
consideration in the 1994/95 Plan. 
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ONTARIO TRAVEL ASSOCIATION. ry 


STRATEGIC APPROACH 


To facilitate the co-ordination and utilization of private and public sector 


tourism resources into a strategic program of focused, integrated 


marketing actions to increase the amount of tourism activity to and within 


the Niagara and Mid-Western Ontario travel region. 


Group Tour Program Developmental Program 


ePublications 


Publications e Research 


ePromotions ¢ Marketplaces 


@Seminars 


@lnfo Services eFam Tours eNewsletters 


eConsumer Shows e@Sales Missions 


@Community Dev. 


@ Publicity 


eNewsletter e Advocacy 


38 Darling St., Ste. 102, Brantford, Ontario N3T 6A8 (519) 756-3230 Fax (519) 756-3231 
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CAB 
Ags ot ONT 
Ny AGENDA 


NVENTION ADVISORY BOARD 


Ruth Greenwood 
Hamilton Public Library 
2nd Fl., 55 York Blvd. 


DATE: Thursday, April 7, 1994 aaikenOntenc 
TIME: 8:30 o'clock a.m. Sones 
PLACE: 15th Floor Committee Room 
Regional Offices 
il GENERAL 
a) Declarations of Interest re: Municipal Conflict of Interest Act 


b) Minutes of the March 10, 1994 meeting of the Tourism and Convention 
Advisory Board. 


Cc) Business arising from previous Minutes 


DELEGATION 
2.1 Correspondence received from Mr. Graham Hymas, requesting to address the 
Tourism and Conventions Advisory Board respecting Proposed Sunday Street 


Market 


Mr. Hymas to address the Advisory Board. UiBAN | 


BUSINESS ITEMS 
3.1 1994 Market Plans (ECO 94-017) 
Joe Fardell to address the Advisory Board. 
3.2. +For the Information of the Advisory Board 
That the following items be received: 
a) Correspondence received from the City of Etobicoke requesting 


support of its resolution respecting "Reduction in Provincial Tax for 
Tourism/Hospitality Industry" 


tou 


Tourism and Convention Agenda April 7, 1994 f 
Advisory Board 


) 


b) Copy of Tourism Work Plans - 1994 


C) Copy of Conventions Work Plans - 1994 


4. ECONOMIC DEVELOPMENT & PLANNING COMMITTEE UPDATE 


The Economic Development and Planning Committee, at its meeting held on 
Monday, March 28, 1994 approved the following recommendation from the Tourism 
and Convention Advisory Board's meeting of March 10, 1994: 


Note: Please be advised that the following recommendations are subject to Regional 
Council approval, at its meeting of April 5, 1994. 


Appointment to the Tourism and Conventions Advisory Board 
That Mr. Michael Robis, owner of "Chester's Beers of the World" and "Finger's Bar 


and Grill", be appointed as the citizen representative from the food industry to the 
Tourism and Conventions Advisory Board. 


5: SECTOR UPDATE @ 
a) Hotels 
b) Attractions 
Cc) Transportation 
d) Food 
e) Arts and Entertainment 
f) Convention Facilities 
g) Labour 


6. OTHER BUSINESS 
Next meeting: Thursday, May 5, 1994 - 8:30 a.m. 


Location: 15th Floor Committee Room 
Regional Offices 


ik ADJOURNMENT 


lb 


The Tourism and Convention Development Advisory Board met on Thursday, March 10, 
1994, at 1:30 o'clock p.m., 15th Floor Committee Room, Regional Offices. 


MINUTES OF THE TOURISM AND CONVENTION 
DEVELOPMENT ADVISORY BOARD 


Present: Chairman P. Mercanti 
Messrs. J. Awad, D. Brocker, K. Gregg 


Absent with Regrets: B. Adamczyk, D. Dailley 
Also Present: Messrs. R. Anderson, N. Catalano, J. Fardell, S. Farrauto, 
Mme. L. Sohal 


1. GENERAL 
a) Declarations of Interest re: Municipal Conflict of Interest Act: None. 


b) Minutes of the December 2, 1993 meeting of the ‘Tourism and Convention 
Development Advisory Board. 


(Awad/Brocker) be received and adopted as presented. CARRIED. 
Ze BUSINESS ITEMS 
2.1 1994 Market Plans (ECO 94-017) 
(Gregg/Brocker) 
a) That Report ECO 94-017 be received; 
b) That the staff presentation of the 1994 Market Plans be presented at 
the next meeting of the Tourism and Convention Development 


Advisory Board. CARRIED. 


2.2 Representation of the Food Industry on the Tourism and Convention 
Development Department 


Joe Fardell addressed the Advisory Board. 

(Awad /Gregg) 

That Mr. Michael Robis, owner of "Chester's Beers of the World" and 
"Finger's Bar and Grill", be appointed as the citizen representative from the 
food industry to the Tourism and Convention Development Advisory Board. 


CARRIED. 
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Tourism and Convention Minutes March 10, 1994 
Development Advisory Board 


2.3 


Revenue Generating Agents for the Economic Development Department (ECO 
94-009) 


Nick Catalano addressed the Advisory Board and provided the following 
history of events: 


The concept of revenue generating agents was emanated by Regional 
Council as a result of the effects of the Social Contract and Regional 
Budget cut-backs. This concept was subsequently discussed and 
deliberated by the Regional Management Team, comprised of all 
Regional Department Heads. 


Regional Management Team provided the Economic Development 
Department and other Regional Departments with a mandate to be 
presented to the Chairman's Budget Steering Committee, for 
consideration. 


Staff prepared a report for the Chairman's Budget Steering 
Committee's consideration and this report was subsequently presented 
to a special meeting of Regional Council, held on February 7, 1994. 
At this meeting, a number of the revenue generating agents from the 
various departments were considered and staff were directed to meet 
with representatives of the hospitality industry for the purpose of 
obtaining their input and comments. Staff advised the Advisory Board 
that all of the collective input that was received from the hospitality 
industry was greatly appreciated. 


Regional Council, at its meeting held on March 9, 1994, tabled the 
Revenue Generating Agents Report because certain aspects outlined 
in this report should have been currently implemented. 


The conclusion outlined in Report ECO 94-009 advised staff to consult 
with representatives of the hospitality industry to obtain their 
comments and support for the revenue generating agents. Staff 
expressed their appreciation for all comments received from the 
various representatives of the hospitality industry. 


The Economic Development and Planning Committee, at its regularly 
scheduled meeting to be held on March 28, 1994, will discuss the 
Revenue Generating Agents outlined in Report ECO 94-009 in further 
detail. Staff advised that they were seeking direction and suggestions 
from the Advisory Board to determine which of the Revenue 
Generating Agents: 


a) should be pursued by the department; 
b) would not be within the department's purview; and 
C) would be detrimental to the department 


® 


Tourism and Convention Minutes March 10, 1994 
Development Advisory Board 


Staff also indicated that they wished to obtain direction on the 
following aspects: 


a) Should the original report be deleted? 

b) Should certain aspects of the original report be implemented? 

C) If implemented, should certain aspects of the original report be 
monitored on an on-going basis? 


The Advisory Board and Mr. Catalano examined each of the Revenue 


Generating Agents for the Economic Development Department, as outlined 
in Report ECO 94-009: 


1. 


The Sale of merchandising/ticketing at the tourist information centres 


Staff advised that the estimated net revenues of $20,000 was projected 
from the information received from proposals that had been sent out 
and surveys that had been conducted. Staff further advised that this 
proposal would be tendered and a contract would be awarded to an 
independent entity, subject to approval by Regional Council. The 
Region would receive a percentage of the total souvenir sales. 


Staff and the members of the Advisory Board agreed that this revenue 
generating agent was ACCEPTABLE. 


The packaging of day tours to conventions 


Staff advised that as "leads" are received, staff of the Region would act 
as a resource only for the purpose of soliciting this type of business. 
Staff further advised that this revenue generating agent usually takes 
tourists out of the Hamilton-Wentworth Region and our purpose and 
intention is the opposite - to keep tourists to this community in the 
Region. 


Staff recommended that this revenue generating agent be DELETED 
in its entirety. The Advisory Board was in agreement. 


The packaging of overnight and daytours to operators with 
commission/mark-up 


Staff recommended that this revenue generating agent be DELETED, 
with the exception of events such as Aquafest and Tattoo, and any 
other related special events undertaken by the Economic Development 
Department. The Advisory Board was in agreement. 


Tourism and Convention Minutes March 10, 1994 
Development Advisory Board 


4. 


Co-op programs in the marketing of outside destination to be included 
in Regional publications 


Staff recommended that this revenue generating agent was 
ACCEPTABLE. The Advisory Board was in agreement. 


Convention housing and brochure distribution 


Staff recommended that this revenue generating agent be DELETED 
in its entirety. The Advisory Board was in agreement. 


Contra with Marketing Partners 


Staff recommended that this revenue generating agent be DELETED 
in its entirety. The Advisory Board was in agreement. 


Accommodation Fee 


Staff recommended that this revenue generating agent be DELETED 
in its entirety. The Advisory Board was in agreement. 


Convention Shuttling/Transportation 


Staff recommended that this revenue generating agent be DELETED 
in its entirety. The Advisory Board was in agreement. 


Conclusion 


Staff summarized that the Region was advised by representatives of the 
hospitality industry that they have no interest in becoming involved in 
events that the Region undertakes such as Aquafest and Tattoo 
because they do not have the resources, time or staff. 


Staff are seeking direction for the Celebrate Program and whether it 
should be proceeded with, and the benefits of doing so. The Advisory 
Board was advised that all preparations for this Program are fulfilled 
in-house by the Department and its current staff complement. They 
were further advised that there is no incremental cost increase to the 
tax base part of the Celebrate Program function and no additional 
personnel have been hired. 


Staff indicated that it was never their intention to compete with anyone 
in the private sector or disengage anyone in the hospitality industry. 
Their goal has always been to support and enhance their current 
relationship with the hospitality industry. 


Tourism and Convention Minutes March 10, 1994 
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2.4 


2.5 


® The Advisory Board requested that the official minutes indicate that 
at no time prior to this presentation, were they consulted or advised of 
the Revenue Generating Agents for the Economic Development 
Department, as outlined in Report ECO 94-009. However, they 
indicated that the staff presentation and the discussion that followed 
was of a positive nature and clarified the scepticism surrounding this 
issue. Members of the Advisory Board expressed their appreciation to 
staff for their understanding and sensitivity towards this issue. 

(Awad/Dick) 

That Report ECO 94-009 item be received. CARRIED. 

Mandate of the Tourism Advisory. Board (ECO 94-013) 

Nick Catalano addressed the Advisory Board. 

(Brocker/Gregg) 

That Report ECO 94-013 be received. CARRIED. 

For the Information of the Advisory Board 

(Gregg /Awad) 


That the following items be received: 


a) Correspondence from the African Lion Safari and Game Farm Ltd. 
outlining the "Safari Resort". 


b) Copy of Conventions Work Plans - October 1993 
c) Copy of Tourism Work Plans - October 1993 
d) Copy of Newspaper Article, The Hamilton Spectator, February 3, 1994, 


entitled "Highway tourist signs may be tested". 
CARRIED. 
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3. SECTOR UPDATE. 


a) 


b) 


Hotels 
The Ramada Hamilton 


Note: Mr. Robert Moscardini, representing the Ramada Hotel, was in 
attendance at the meeting and was provided with the opportunity to 
address the Advisory Committee. 


Mr. Moscardini advised that the previous Holiday Inn has undertaken a 
change of flag and is now named "The Ramada Hamilton". Geraldo's 
Catering has been brought into the existing property and is currently operating 
the entire food and beverage requirements for the hotel. 


Royal Connaught Hotel 


Dick Brocker advised that the Royal Connaught Hotel has recently come 
under new ownership and is now named "The Royal Connaught Howard 
Johnson Plaza Hotel". He advised that the first two months of the year have 
been very slow for his establishment. However, he indicated that they cannot 
become discouraged, because this industry does have a tendency to slow down 
during this time period. In the meantime they are trying to remain 
enthusiastic about the upcoming season. 


Sheraton Hamilton Hotel 
Jim Awad advised that the Sheraton Corporation recently awarded the 
Sheraton Hamilton with 5 International Awards for marketing initiatives. The 


Sheraton Hamilton was selected from 150 submissions received from 40 
different countries, worldwide. 


Attractions 


Royal Botanical Gardens 


Joe Fardell advised of the following changes at the Royal Botanical Garden 
facilities, which expect to be finalized in April 1994: 


i) the recent commencement of accommodating bus tours to the 
Gardens; 
il) changes to the entrances to the Rose Gardens and the Headquarters 
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c) 


Canadian Warplane Heritage Museum 


The Advisory Committee was advised that Regional Council, at its meeting 
held on March 1, 1994, adopted a resolution authorizing staff to negotiate a 
lease with Canadian Warplane Heritage Museum for the consideration of a 
museum on Lot C-13. 


African Lion Safari 


In Mr. Dailley's absence, staff advised that the negotiations for the African 
Lion Safari's "Safari Resort" are progressing favourably. 


Casino's 
Once the casinos in Windsor are in operation, it has been rumoured that the 


next likely location will be Niagara Falls. 


Transportation 


Airport Management Board 


Ken Gregg advised of his recent appointment to Chairman of the Airport 
Management Board. Regional Council, at a special meeting to be held on 
March 21, 1994, will consider the following projects as part of the Canada- 
Ontario Infrastructure Works Program: 


i) Hamilton Airport Runway Extension Project - construction of a 1500 
feet runway extension; or 


il) Canadian Warplane Heritage Museum - construction of a museum 
building. 


The Hamilton International Airshow Foundation 
The Advisory Committee was advised that the annual Hamilton Air Show has 


been rated in the Top 100 North American Events. The Air Show will be 
held on June 18 and 19, 1994. 


Highway No. 6 Interchange 


The Advisory Committee was advised that the Highway No. 6 interchange 
between Highways No. 53 and 403 is expected to be completed in 1996. 
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d) 


e) 


g) 


Food 


Arts and Entertainment 


Mr. Sal Farrauto, representing HECFI, indicated that January and February 
are traditionally slow months for the Arts and Entertainment industry. 
However, he noted that activities are starting to pick up from now until the 
summer. He advised that Hamilton-Wentworth is experiencing great success 
in terms of National and International amateur sporting events, in conjunction 
with the Economic Development Department. 


World Basketball Championships 


Hamilton-Wentworth will be hosting the 1994 World Basketball 
Championships, in conjunction with Toronto, from August 4-14, 1994. 
Originally, there was only going to be a minimal number of games, however, 
36 games are anticipated to be played at Copps Coliseum, including the "USA 
Dream Team". 


Staff advised that usually, the middle of August is a very dormant time in this 


industry, however, it is anticipated to be quite busy with.the hotels, media and 
restaurants. 


International Gymnastics Competitions 


It has recently been announced that the International Gymnastics 
Competitions will be held at Copps Coliseum, in October, 1994. 


Curling Championships 


The Curling Championships will be hosted in Hamilton-Wentworth in 1996. 


World Skating Championships 


Discussions have taken place in Ottawa respecting the World Skating 
Championships and Hamilton-Wentworth has placed a proposal on the table. 


Convention Facilities 


Labour 
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4, OTHER BUSINESS 
Next meeting: Thursday, April 7, 1994 - 8:30 a.m. 


Location: 15th Floor Committee Room 
Regional Offices 


Js ADJOURNMENT 


The Advisory Board adjourned at 3:10 p.m. 


Chairman 


Secretary 


a 


GRAHAM HYMAS 
312 KING ST. E., 
HAMILTON, ONTARIO 
TEL: (905) 524-2044 


March 29, 1994 


Lynda Sohal 

Legislative Assistant 

Tourist & Convention Advisory Board 
119 King St. W., 15th Floor 
HAMILTON, Ontario 


Dear Lynda: 

| would like to request attendance at your Tourist & Convention 
Advisory Board Meeting, on Thursday April 7th at 8:30 a.m. The purpose 
is to submit a plan of "action" for a Street Market on Ferguson Avenue 


at King St. E. ("International Village") on Sundays and Statutory Holidays, 
between May 1st and October 16th. 


Yours faithfully, 


Ese 


Graham Hymas 


GRAHAM HYMAS 
312 KING ST. E., 
HAMILTON, ONTARIO 
TEL: (905) 524-2044 


March 23, 1994 


Alderman McCulloch 
City Hall 

Main St. W., 
HAMILTON, Ontario 


Dear Alderman McCulloch: 


RE: PROPOSED SUNDAY STREET MARKET 


| would like to make a proposal before the Finance and 
Administration Committee for a Hamilton Street Market to be held on 
Ferguson Avenue, at King St. E. "International Village". This is to be held 
every Sunday and Bank Holiday, between May 1st and October 16th. 


The market would be kept high profile, being a consortium of 
businesses from the Hamilton area generally. The intent is to keep this 
a clean, characterful market, with entertainment, attractive to local 
families, individuals, tourists and businesses, drawing people to the 
downtown core at the weekend and on holidays, promoting Hamilton in 
a positive way. 


If any clarification is needed regarding the attached proposal, please 
contact me at the above. 


Yours faithfully, 


Graham Hymas 


WHY A STREET 
MARKET ? 


ROAD CLOSURE: 


TIME PERIOD: 


TYPE OF MARKET: 


STREET 
ENTERTAINMENT: 


SIZE OF STALLS: 


® PROPOSAL FOR HAMILTON STREET MARKET 


To stimulate the downtown core, to establish a landmark 
for Hamilton. Encourage tourism giving Hamilton a 

good, clean, character market thereby promoting our City 
in a positive way and encouraging economic growth. 


The road to be closed and barricades set up at King St. E., 
and Ferguson. The road to be closed and barricades set up 
at Ferguson and Rebecca. 


_May 1st - October 16th : Every Sunday & Bank Holiday 


7:00 a.m. - 5 p.m. 


Sunday May 1st, 8th, 15th, 22nd, 29th 


_ Sunday June 5th, 12th, 19th, 26th 


Friday July 1st 

Sunday July 3rd, 10th, 17th, 24th, 31st 
Monday August 1st 

Sunday August 7th, 14th, 21st, 28th 
Sunday September 4th 

Monday September 5th 

Sunday September 11th, 18th, 25th 
Sunday October 2nd, 9th 

Monday October 10th 

Sunday October 16th 


High Profile, cross section of retailers from King Street 
and Hamilton area, i.e. 

- antiques - new clothing - jewellery - musical instruments - 
- records - fruit - books - rugs - vegetables - leather - 

- crafts - flowers - tools - art - etc., etc. 


"Buskers” - Jugglers, Mime, Musicians, Magicians, Actors 
etc. To be kept to specific areas of the market with 
timed allocations. 


Varying in size from an 8ft. table to a 20ft. space. 
Cost: Approx. $35.00 per day. 


Proposal 
Page 2. 


TABLES: 


CLEAN-UP: 
PARKING: 


ADVERTISING: 


AMOUNT OF STALLS: 


INSURANCE COVER: 


In line down either side of the street, also down the centre 
of the street (vendors vehicles to be put in car parks) 
allowing access to driveways to the rear of stores for 
emergency vehicles. 


Vendors to take their own garbage away. General public 
garbage to be cleaned away by the street market. 


Free parking at Theatre Aquarius, Hamilton Transmission, 
Canadian Mental Health & Amity Goodwill. 


All advertising to be done by the International Village BIA, 
Downtown BIA and the Street Market. 


Between 100-200. 


$2 million liability. 


MARKET SUPPORT 


Individual Names, Businesses, Associations etc., in support 
of the Hamilton Street Market. 7 


NAME/BUSINESS: 
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DALTON 


INSURANCE 


March 23, 1994 


Mr. Graham Hymas 
312 King St. E. 
Hamilton, Ontario 
L8N 1C2 


Dear Mr. Hymas: 


Re: Open Air Market 
Location: Ferguson Ave. (between King and Rebecca Streets, Hamilton) 
May 1, 1994 to October 16, 1994 (Sundays and Statutory Holidays only) 


Further to our recent telephone conversation, we will likely be able to provide Commercial 
General Liability Insurance coverage for your operation following a complete submission 
of your business plan to the insurance companies. 


We have been told that a Commercial General Liability Policy providing limits of $2,000,000 
could be purchased for a premium of $1,000 per annum (plus tax). 


When authorization to bind coverage has been approved by an insurance company, we will 
be in a position to issue Certificates of Liability Insurance on your behalf to the City of 
Hamilton. 


We look forward to working with you in preparing this coverage. 


Yours truly, 


| 
Aula 


David W. C. Bliss, B.A., C.A.I.B. 
Account Executive 


DWCB/mv 
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4 NEW * INTERNATIONAL VILLAGE * NEW * 


HAMILTON STREET 
MARKET 


ON 
FERGUSON AVENUE (AT KING ST. E.) 


EVERY SUNDAY & BANK HOLIDAY 
BETWEEN MAY 1ST - OCTOBER 16 


FREE PARKING 
~ OVER 100 STALLS 


ANTIQUES CLOTHING RUGS 

LEATHER CRAFTS FLOWERS 

FRUIT RECORDS MUSICAL INSTRUMENTS 
TOOLS PICTURES ART 

T-SHIRTS BOOKS ELECTRICAL 

JEWELLERY 


STREET ENTERTAINMENT 


NAME cin vcvescccsedoccccaccarcceactseeceteseccdesceeaserssne: TELSNO its ossecaneseceneste cee 
ADDRESS 4. fi cceccceccca.cecscscscccesssensventcccaccetocauennacacseucsuccsccsete sete tines omens 
VENDOR PERMIT NO .............ccecceee CHARITABLE ORGANIZATION NO ... 


RETURN TO GRAHAM HYMAS: 
312 KING ST. E., HAMILTON. TEL: (905) 524-2044 


Supported by the B.I.A. and D.B.I.A. 


REGION OF HAMILTON-WENTWORTH 
- RECOMMENDATION - 


DATE: 1994 February 1 


REPORT TO: Chairman and Members ; 
Economic Development and Planning Committee 


FROM: Nick Catalano 

Director 
SUBJECT: 1994 MARKET PLANS ECO-94-017 
RECOMMENDATION: 


a) That the 1994 Economic Development Department Marketing Plan be approved 
subject to the approval of the overall 1994 Economic Development Budget; 


b) That the media advertising and support material campaigns be endorsed. 


_ Nick Catalano, Director 


Economic Development Department 
BACKGROUND: 
Attached are the Departmental Marketing Plans for 1994. 


[cle 


Economic 
Development 
Department 


1994 Marketing Plans 


VOOR ET — 
Regional Municipality of Hamilton- Wentworth 
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Business Development will continue to focus on specific industrial/business sectors and geographic markets. The maior 
objective of this approach is to maximize results while maintaining a high level of service to the community. 


Development Officers will be responsible for a specific industrial sector (i.e. Environment), international market (U.S. border 
state), and a satellite office (2 days per week) in a municipality within the Region. The Region’s Sustainable Development 
initiatives and revised Economic Strategy, Vision 2020 and Renaissance Project support concentrating on specific 
industrial/business sectors. 


Notably, the Department has for several years focused on environment, food processing, telecommunications, medical/health 
care and advanced materials/manufacturing which have also been targeted in the Renaissance Project. Sector specialists will 
enable the Department to more efficiently deal with plant location enquiries from growth sectors as well as improving the 
quality of service to existing firms in the Region. 


The majority of international marketing efforts will be directed to the U.S. border States and is attributable to two factors: 
1) the amount of export business currently generated by local companies in these markets, and 2) the significant “gap” in 
service and lead generation resulting from the closure of the provincial foreign offices in the United States. 


Other targeted international markets include Mexico, the Pacific Rim, and Western Europe, reflective of markets where Regional 
companies are presently the most active. Over the last several years, the Department has invested considerable resources 
in establishing excellent contacts/relationsips (Le. Monterrey, Mexico and Hong Kong) providing solid business opportunities 
and leads for Regional firms. 


The Department's satellite office program, in combination with an aggressive business visitation program, will be fundamental 
to 1994 local marketing initiatives. Business Development is targeting 450 company visitations throughout the Region with 
the majority of these being directed at the manufacturing and business service sector. Although the consumer service and 
retail sectors will not be ignored, departmental programs and resources must be oriented towards manufacturing and support 
services which generate the most potential for high income jobs, wealth creation and employment spin-offs. 


Smail business and entrepreneurial development also commands a high priority. A fully operational GHTEC will help the Region 
foster growth from within and aid in economic diversification. 


The promotion and identification of strategic alliance opportunities (i.e. joint ventures, licensing agreements, etc.) will dominate 
department activities in an effort to improve the competitiveness, profitability and market share of Regional firms in foreign 
markets. Efforts will continue to encourage investment to the Region, to create new employment and assessment. 


Business Development will be allocating more staff and financial resources to improving the quality of information services. 
Specifically, the Department will be creating several new data bases and publications related to the Region’s economy (all 
sectors}, industrial/business composition, development industry and available building/property inventory. The acquisition and 
incorporation af information from other organizations, in addition to the newly released 1991 Census data, will be a major 
objective of this function. 


Staff will continue to market Hamilton Airport in conjunction with the Airport General Manager and the Airport Management 
Board. An approved marketing plan and dedicated staff resources are directing a wide variety of actions to increase utilization © 
of the Airport. Development of cargo/courier business is a key priority, with continued emphasis on charter/commuter service. 
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Mandate: 


To maintain and expand the existing assessment and employment base in the Hamilton- 
Wentworth Region, with specific emphasis placed on the diversification of the Regional economy 
in accordance with approved Regional direction. 


Methodology: 
Realization of this mandate will be accomplished through the following activities: 


ldentification and promotion of strategic alliances opportunities, both 
locally and external to the Region 
Assist Regional based manufacturers and ancillary services in 
expanding their export sales and markets 
Facilitate and simulate industrial, commercial and retail development 
in the Region 
= Attract new business and investment dollars to the Region 
2) - Create and assist entrepreneurial development and small business 
| growth in conjunction with the Region's Technology Incubator 

(GHTEC) and the area Chambers of Commerce. 


_ Secondary Functions: 


Business Development will also be responsible for coordinating and delivering the following 
services: — 


Collection and production of Economic Development information and 
related data bases for the Region 

Local and external multi-media marketing and promotion of the Regicn 
Preparation of position papersireports, regarding government 
legislation and other external factors impacting local economic 
development 

Representation of the Region on various local committees, boards and 
associations : 

Liaise with all levels of government on possible funding programs 


® 
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Sectors: 


in 1994, Business Development will be targeting six growth sectors with the objective of 
fostering and expanding their presence in Hamilton-Wentwarth’s economic base. These sectors 


include: 


Advanced Materials/Manufacturing 
Food and Beverage 

Environment 

Health Care/Medical Technology 
Smail Business/Entrepreneurship 
Telecommunications 


_ Aviation/Aerospace (a component of the Airport Marketing Plan) 


Strategies: 


Within the Department, each Development Officer will be responsible for a specific sector and 
will have another officer as a designated “back-up”. Responsibilities will include: € 


Identifying and maintaining a “key” client list of Regional companies 
that are active in the particular sector: An informational data base 
an company principals, major products, primary markets, secondary 
markets, and strategic alliance opportunities will be regularly updated 
and maintained. 


Annual company visitations will be made to firms in these respective 
sectors as part of the departmental visitation program. 


A current data base/library will be established for each sector, which 
will include: industry trends, applicable legisiation (local, provincial, 
federal and international), new developments/technologies, and 
business/investment opportunities. 


Summary: 


Program delivery is directed primarily to local enterprises. Information will be compiled in 

tandem with other activities (ie. business visitation) to maximize efforts. External marketing 

programs will focus on sectoral development with limited travel (i.e. Globe ‘94 Environment 4 
Conference). © 
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a) Projected Business Visitations: 
450 companies 
Satellite Officer Distribution: 


Ancaster (1 day/week)° 

Dundas (1 day/week)° 

Flamborough (2 days/week) 

Glanbrook (1 day/week)** 

Stoney Creek (2 days/week) 

Hamilton - The Department's main office. 


* °**- denotes the same officer 
Trade Shaws: ‘ 


Business Opportunities in the Environment(BOE) 
Automotive Parts Manufacturers Association (APMA) 


Seminars{/Workshops/Conferences: 


2) - Twa (2) Business Related Seminars 
(ie. Acquisitions, Financial Planning) 
City of Hamilton Business Development Seminar 
World Conference on Disaster Management 


Receptions: 


Business Appreciation Day 
Two (2) additional receptions 
(Real Estate/Investment) 


Committees and Boards: 


Business Development staff represent the Region, participate and/or coordinate various 
committees or boards throughout the community. 


Summary: 


Local market development will remain the principal focus of Business Development. Staff will 
continue to respond to enquiries from the local market but will be using the majority of time 
and effort to assist with specific projects (i.e. relocation, expansion, import replacement, venture 
capital, etc.) generated through the Business Visitation program. Staff will also continue its 

eo) “liaison” role between other government organizations (i.e. building departments) and local 
business. 
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Target Markets: 
Metro Toronto and Golden Horseshoe 
Canada 
U.S. Border States (New York, Pennsylvania, Ohio, Michigan and 


Indiana) 
International (Mexico, Pacific Rim, Western Europe) 


Trade Shows: 


Metro Toronta and Golden Horseshoe 


- SIOR (Society of Industrial & Office Realtors), Toronto * 
- Metro Real Estate Show & Construction Expo ‘94, Toronto 


Canada 
~- Globe ‘94, Vancouver 


U.S. Border States 


- SAE (Society of Automotive Engineers), Detroit, MI 
- Annual Chamber of Commerce Trade Fair, Flint, MI ° 
- Metalform ‘94, Nashville, TN 


Mexico 
- Canada Expo ‘94, Mexico City 
Pacitic Rim 


- Tatwan/Canada Business Show (April) 


* denotes exhibits versus attendance 


Trade Missions: 


Staff will be organizing trade and investment missions during 1994. These missions will be 
lead by Regional officials and/or federal representative of the Hamilton-Wentworth Region. 
Tentative missions include: Pacific Rim (Hong Kong/Taiwan) - Spring 1994: Mexico 
(Monterrey/Mexico City) - Fall 1994; U.S. Border States (T.B.A.) - Fail 1994 
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Seminars/Workshops: 


Business Development staff will participate in and attend a number of international trade related 
seminars/workshops both in Canada and the United States. These will include: Cleveland World 
Trade Association Workshop (staff to participate); NEBS (New Exporters to Border States) - 
Buffalo, NY; NEXMEX (New Exporters to Mexico). 


Summary: 
International marketing initiatives will be directed to achieving the following objectives: 


- assist export of Regionally produced goods and services 

- increase flow at investment capital : 

- promote Greater Hamilton as viable location for business location and 
expansion . 


Emphasis on the U.S. border states will be a critical component of the Department's efforts in 

regards to strategic alliances. Efforts to identify business opportunities in Mexico and the 

Pacific Rim will continue by building on previously forged sister city relationships, 
eS) government/private sector contacts, and External Affairs Canada. 


(MGNGEAN IM ACR KET ING ‘PLANS 


Vay i te rk Ae Decelopment = atetan eae EM Oy eee 


Business Opportunities in the Environment: 


Staff will continue to assume the lead role both in organizational and budget support of this 
conference/symposium. The 1994 event will concentrate on business opportunities for local 
companies. Additionally, the annual Environmental Commitment Awards, recognition of local 
firms that have introduced or applied an environmentally friendly product/service, will be 
continued in the 1994 BOE. 


Canuck Sports Coliseum: 

Staff continue to fiaise and facilitate development of this multi purpese sports and 
entertainment facility. 

Food_and Beverage Business Park: 


Construction is to commence in 1994. A marketing strategy in being prepared in consultation 
with co-operative venture partner. 


Gateway Project: 


This project represents the development of a prestige industriai/business park on the southwest 
quadrant of the QEW and Fifty Road Interchange. Staff are working directly with private 
landowners, Regional Planning & Development and the City of Stoney Creek to facilitate project. 
Allocation of financial resources for completion of a portion of required feasibility analysis and 
related studies is being conducted. 


GHTEC (Greater Hamilton Technology Enterprise Centre): 
Department responsibilities continue regarding supplemental marketing of the centre, financial 
support of incidental items (i.e. landscaping, etc.), consultation and small business development. 


Safari Resorts International: 


Staff continue to liaise and facilitate development of resort in conjunction with African Lion 
Safani. 
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| a) Aeropark (Glanbrook): 


Completion of servicing anticipated in early 1994. Eight lots available, along with one large 
black for possible airside access development proposals. Negotiations continuing with a party 
interested in acquiring holdings. 


Ancaster Business Park: 
Development of comer lot anticipated to commence 1994. Currently, nearly 30 acres is fully 


serviced and available through phases |, II and Ill. Although serviced, Phase IV will not be 
actively marketed unless land intensive user requires large block. 


Architectural/Urban Design Guidelines: 

Cail for proposal to initiate comprehensive landscape and building guidelines for Regional 
business parks. Study to be completed in 1994 to provide support material to guide project 
development and ensure compatible aesthetic standards. 

Dundas Business Park: 

Campletion of zoning and local official plan amendments expected by March 1994. Re-- 


alignment of King Street in accordance with Town of Dundas staff direction to be undertaken 
>) by Region, with the costs recovered through land sales. Negotiations ongoing with interested 


purchaser. 
Food and Beverage Business Park (Hamiitont: 


Construction to commence in 1994. Co-operative venture with private sector developers. 
Region will receive land in lieu of servicing contribution. 


Gateway (Stoney Creek): 


Planning and feasibility studies to facilitate co-operative “gateway” development along CE.W. 
to be initiated in 1994. 


Hamilton Mountain #2 (Dartnall Road): 


Expect completion of two transactions in 1994 which were initiated in 1993. These sales, 
with previous sale approved to H.S.P.C.A. leaves approximately three acres (Lots 4,5, & 6). . 


Techpark (Flamborough): 


Tender for service installation planned for February 1994. Construction anticipated to 
commence as soon as possible thereafter. Potential sale of 2.5 acres currently being 


& negotiated. 
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Business Development Video: 


A business Development video was compiled from previous footage 
as well as using a special video completed in 1993 for an 
environmental project (GO Hamilton). The revised film requires minor 
alterations to be useful in 1994. 


Direct Mail: 


Direct mail campaigns will be undertaken is conjunction with sector 
specific marketing plans to maximize effectiveness. Most campaigns 
will involve a smail (less than fifty) market at targeted leads. Direct — 
mail will also be used to advise and solicit input for external market 
trade and investment missions. 


Exhibit Booths: 


No changes anticipated for large display. New photo panels to be 
produced for portable display. 


Newsletters: 


Opportunities - (projected increase in size of mailing list and bulletin 
enclosures based on increased departmental efforts in strategic 
alliances and local market development) 


Skyline - Changes have been made to Skyline to increase the 
effectiveness. Each issue will be thematic of a specific subject. 
Format and layout have been modified, stories will carry a more 

_ business opportunity flavour and the recipients will be monitored on 
a random basis to help gauge the impact and value. 


In 1994 the following four themes have been selected: 


1) Small Business and Entrepreneurship 

2) Tourism and Hospitality is Big Business 

3) Ongoing Development and Major Projects 

4) Export and International Market Opportunities 
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Promotional [tems: 
Nominal distribution in 1994. 
Publications: 


Annual Report - Production of internal quarterly reports and published 
mid-year summary leading to a year end overview of activities. 


Business Development Services Brochure - Summary of services; 
similar translations as Executive Summary 


Business Directory - Sale and distribution on consignment basis of 
Hamilton & District Chamber of Commerce Directory. A feasibility 
analysis will be undertaken with respect to production of a Regional 
Data Base document. 


Community Profile - (to be revised 1994). 


“Initiative” - A corporate brochure completed in 1993 for distribution 


@ in 1994. 


: : Executive Summary - Summary of Community Profile to be revised for 
1994 and translated to Spanish, Japanese, Chinese and German 


Sectoral Manuals: 


Detailed marketing plans will be developed for each target market. 
The sector manuals are instrumental tools which will portray 
attributes and opportunities in Greater Hamilton related to that 
sector. Statistical information, business opportunities, and 
testimonials will ail be included. 


Summary: 


In order to recover costs and generate revenues, Business Development will be charging 

clients/organizations for specific departmental publications and materials. Additionally, the 

number of publications and support materials will be streamlined to reduce expenditures. The 

information services function of the Department will be assigned a greater priority with specific 

objectives of establishing new comprehensive data bases on specific industry sectors, 

retail/commercial data for the Region, available industrial/commercial buildings and properties 
@ inventory, and a Regional Industrial Data Base. 
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Media: 


local 


National 


International. 


Summary: 


1994 MARKETING 


Magazine ads and radio comprise the bulk of the proposed campaign. 
Due to insufficient lead generations, television has been dropped and 
will be replaced by a radio sponsorship program. The campaign will 
be augmented by two.media management programs to extend the 
reach and exposure of ads and position the department and local 
business for favourable event coverage. 


National markets which overlap into the local area, will be targeted 
via “Canadian Business” and “Profit” magazines. The former will 
enhance awareness and exposure to larger enterprises, while the 
latter is directed towards entrepreneurs and smail business. A link 


to market GHTEC will also be forged to build upon this smail business 


asset. : 


Magazines and association directories will convey the Region's 


_ message. Local area media and public relations support will be used 


in external markets to maximize trade and investment missions. 


Media and communications activities remain valuable business 
development tools. It is imperative that the Region maintain a broad 
based images as a community receptive to development. Awareness 
and exposure guide potential clients to contact the Department 
enabling personal contact and follow up. 


The preceding. communication plan, from the Department’s Agency of 
Record (Olynyk, King and Ouda Inc.) outlines the rationale and 
objectives of the 1994 media and collateral support pian. O.K. & D. 
has been instrumental in maintaining the Region’s campaigns through 
astute negotiation and in service inkind contribution, to leverage ail 
expenditures. 
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CeoHoO ete lo nis cox ec acubice Summary 


@. main thrust of the 1994 Convention Marketing Plan, is to attract meetings, conventions and major events to Greater 
Hamilton, resulting in significant external economic benefit to the Region. 


In 1994 the primary target markets have shifted from Local, Provincial and National, to focus on Local Awareness, Repeat 
Business and New Business, reflective of longstanding departmental objectives, with redefinition of the methods utilized to 
achieve these objectives. 


Consistent with efforts in 1993, an increased emphasis on creating local awareness of the first rate convention hotels, 
facilities and suppliers within our Region, as well as our local tourist attractions, will increase our “sales force”. It is often 
local residents who lobby associations, organizations, and clubs of which they are a member, to bring their meetings and 
conventions to Greater Hamilton. ; 


The responsibility fies within Convention Services to ensure local members of organizations are aware of the positive aspects 
of bringing their convention to Greater Hamilton. They, in conjunction with staff, can feel confident when approaching their 
governing body, suggesting convening in Greater Hamilton. 


The main thrust will be the launch of a local print media campaign, detailing the benefits of promoting Greater Hamilton as 
a first class convention/event venue and highlighting economic impact figures relating to these locally initiated 
conventions/events. We will showcase local citizens and business people who have secured major conventions/events for 
Greater Hamilton. Additionally, sales calls to local organizations, presentations to local community groups and clubs and 
Regional information receptions and marketplaces, will provide avenues to supplement departmental objectives. 

hese efforts will extend to both the Repeat and New Business Markets, targeting the aforementioned governing bodies, 
through the assistance of local organizations. 


Solidifying these contacts through additional programs such as familiarization tours, sales receptions in Ottawa and Toronto, 
direct mail campaigns, telemarketing campaigns and attendance at marketplaces and tradeshows in cooperation with our 
Greater Hamilton Industry Partners, will effectively reach the three focus areas. 


It is acknowledged that opportunities also exist outside of our focus areas and shall be targeted through our presence in 
National organizations such as the Canadian Society of Association Executives Meeting Planners International, sports and event 
commissions and film board tradeshows. 


In 1994 the addition of two major incentive campaigns, the Special Events Revalving Fund and the Meet Free campaign, will 

augment marketing efforts in all three focus areas. The Special Events Revolving Fund will assist in attracting major 

conventions/events to Greater Hamilton including sporting competitions and congresses, while the Meet Free incentive campaign 
’ funded in cooperation with H.E.C.F.1., will target city wide conventions. 


As continued services to convention/event organizers, delegates and attendees, staff will offer pre and post convention/event 
tour packaging, as a means of generating revenue for the Region. Complementing these efforts will be an increased emphasis 
on servicing conventions meeting in Greater Hamilton, designed to encourage repeat business. 


Client response has indicated that the impressive range of services offered to convertion organizers by Convention Services 
) key selling tools when promoting Greater Hamilton as a Convention destination. 
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Concentions Ocertocieas 


Objective: , €é 


Attract conventions/events to Greater Hamilton resulting in significant economic benefit 
through the inflow of external dollars. 


Strategies: 


Maintain and expand current number of meetings, conventions and major events held 
in Greater Hamilton. 


Ensure that residents of Greater Hamilton and surrounding area are familiar with both 
convention facilities and services as well as area tourist attractions in the Region. 
Community support and awareness are vital to the Department's efforts. 


Secure repeat business from organizations which have previously met in Greater 
Hamilton. 


Through cooperative efforts, assist local hotels, convention facilities and hospitality 
industry partners with product promotion to repeat and new. clients. 


Create and foster a positive image of Greater Hamilton as an ideal convention 
destination committed to unsurpassed personalised convention servicing. 


Methods: 


Increase awareness of facilities and services offered to meeting, convention and major 
event organizers on local, provincial and national levels, through proactive and targeted 
marketing, including direct sales calls. 


Provide unsurpassed convention servicing to groups convening in Greater Hamilton 
including the expansion of services and incentives. 


Create and enhance cooperative advertising and promotional opportunities with 
H.E.C.FI. and local convention hotels thereby reducing costs while praviding greater 
exposure for all cooperative partners. 


Attend industry related marketplaces and tradeshows targeting specific growth markets 
as identified through local awareness programs. 


Maintain and enhance comprehensive records relating to the economic impact of 
conventions in the Region; including benefits realized by local affiliate associations and ‘ 
testimonials from local organtzers. ‘ © 


Ne 
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Approach and recruit local organizations/persons involved in associations, fraternal organizations and/or sporting groucs, 
to reinforce awareness of local convention/event facilities and create opportunities to host a greater number oi 
conventions/events in Greater Hamilton. 

Strategies: 
Formulate a public relations/media campaign to increase awareness of locally initiated conventions/events Greater Hamilton 


and the corresponding economic impact. 


Focus on increasing awareness of Greater Hamilton convention/event facilities and their sales staff through cooperative 
promotions such as sales receptions, targeted advertising and direct mail. 


Create a database which identifies local persons, groups and organizations, deemed ta be prospective clients. 
Methods: 
- Initiate a cooperative advertising campaign with industry partners utilizing Hamilton Spectator “Special Feature” insert 
=) and/or a Canada Post direct mail piece, thus familiarizing prospective local clients with convention facilities, hotels, 
attractions and services available in Greater Hamilton. 
Market to organizations such as Rotary, the Chamber of Commerce, local hospitals and educational facilities, via inserts, 
newsletter advertising, direct mail and speaking engagements. The objective is to emphasize the need for local residents 
and business people to support the economy through the hospitality sector. 


Host sales receptions targeting a specific group of potential clients in the Region, i.e. educators, health care professionals, 
labour and service groups. 


Continue hosting appreciation night recognizing those involved in hosting a convention/event in Greater Hamilton. 
Launch cooperative local client-campaign in print and message boards. 


Conduct educational seminars highlighting the impact of the convention/event industry in Greater Hamilton, the importance 
of community involvement, experiences of past local clients and detailed instruction on planning a convention/event. 


In cooperation with H.E.C.F.!. and local convention hotels, staff information booths at community festivals/events. 


Send prompt messages through forums such as pay cheques and internal employee memorandums to all Regional and City 
employees encouraging attendance and involvement in conventions/events, to promote Greater Hamilton as a possible site. 


> Encourage the development and growth of local organizations such as the Greater Hamilton Sports Corporation. 
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Concentions Aepeat Business Campaign 


Objective: 


To ensure that past conventions/events held in Greater Hamilton return. 


Strategies: 


Devise a continuous direct mail and telemarketing campaign targeted at past 
convention/event organizers, thanking them for their past business and securing 
opportunities to bid for future conventions/events. 


Develop a newsletter for to be sent to past clients on a quarterly basis advising 
recipients of recent changes and/or improvements in the local hospitality industry, while 
announcing incentives and special rates available to repeat clients. : 


Encourage all sales staff to keep in contact with past clients through membership in 
National/Provincial organizations, sales receptions and familiarization tours. 


Methods: 


: Create direct mail material to be sent to convention/event organizers who have 
previously utilized Greater Hamilton facilities, to be followed by a telephone interview 
determining possible future host dates. 


Develop a newsletter to be sent to convention and tourism clients as weil as industry 
cooperative partners on a quarterly basis, advising recipients of recent changes and/or 
improvements in the local hospitality industry and information on statistical trends. The 
first issue will be produced in the spring/summer of 1994 and quarterly thereafter. 


With H.E.C.F.I. and local convention hotels, choose a select list of convention/event 
organizers and invite them to a uniqué reunion familiarization tour of Greater Hamilton. 


~ Continue to cooperatively invite possible repeat clients to sales receptions, events, 
concerts and sporting competitions held in Greater Hamilton, thus enhancing the 
relationship between client and sales representative. 


Conduct sales calls on past canvention/event organizers. 


Create and maintain database including all organizations/persons who have staged 
conventions/events in Greater Hamilton. 
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Objective: 


Utilizing industry directories and conference/tradeshow attendants lists, approach 
prospective clients who have not utilized convention/event facilities in Greater Hamilton 
in the past and encourage them to secure convention/event space in the Region. 


Strategies: 


Create an incentive program which would entice those who have not previously met 
in Greater Hamilton to consider hosting their convention/event in the Region. 


Methods: 


Market the Special Events Revolving Fund to major conventions/events as an incentive 
to host the convention/event in Greater Hamilton by providing organizers with start-up 
capital loans. 


9 Develop a program in conjunction with H.E.C.F.I., to market "Meet Free Campaign” to 
3 selected clients, outlining reduced meeting/event space rates. 


; Continue to advertise in Canadian Society of Association Executives trade magazine, 
alternating placements with H.E.C-F.I., complementing advertising efforts of Greater 
Hamilton convention hotels. 


Conduct cooperative sales missions to Toronto and Ottawa. 
Conduct direct sales calls on convention/event planners. 


Conduct cooperative familiarization tours of Greater Hamilton, inviting convention/event 
organizers to orientation tours. 


: Cooperatively invite prospective clients to events, concerts, and sporting competitions 
held in Greater Hamilton, facilitating relationship building between clients and sales 


representatives. : 


Maintain presence in organizations such as Canadian Society of Association Executives, 
Meeting Planners International and Religious Conference Management Association, and 
continue to cooperatively participate in related tradeshows and marketplaces, 
facilitating the acquisition of new contacts within the convention/event industry. 
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Concention Sercicing 


Objective: 


Provide unsurpassed service to all conventions and major events held in Greater 
Hamilton, augmenting efforts to encourage Repeat Business Campaign. 


Strategy: 


Ensure all convention/event organizers are offered the full range of services provided 
by Tourism and Convention Services. Most importantly those services which are not 
oresently provided by competing destinations (ie. Meet Free Campaign, Special Events 
Revolving Fund, tour operations and registration services). 


Methods: 


Maintain high level of personal contact with convention\event organizers. 


Offer pre and post conventionievent tour packaging as requested by the 
convention/event organizers. 


Explore the feasibility of a delegate housing service. 


Through improved communication, increase co-operation between local attractions, 
malls, restaurants, entertainment venues to better service convention/event attendees. 


Encourage spouse/family to attend conventions by organizing a strong and interesting 
programme. 


Encourage delegates/attendees to combine convention/event activities with vacations 
by promoting Greater Hamilton’s attractions and central location. 


Increase volunteer base to provide convention/event organizer with additional assistants 
as a servicing incentive. 
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The Tourism and Hospitality industry has undergone a significant restructuring over the past number of years. Hospitality 
partners are selling to a cautious and income constricted consumer who will be seeking value and bargains for scarce 


disposable dollars. While it is anticipated that business conditions will improve in 1994, it will take a concerted marketing 
effort before historical expenditures levels are realized. 


The domestic travel market, the outbound European and U.S. market will remain relatively flat in 1994, reflecting a modest 
increase of approximately 2.5%. The U.S. market is somewhat surprising considering U.S. favourable exchange rates and the 
value for disposable dollars that such reflects. The Department must focus a significant effort on this dwindling U.S. market 
and neighbouring border states, highlighting value and exchange. 


The business travel market, government expenditure restraints, the use of telecommunication equipment and general corporate 
downsizing will also render this market relatively flat with a nominal projected increase of only 1.5%. 


The pre-emptive words for 1994 appear to be “cautious but slow recovery” and the accommodation industry while slowly 
turning the corner, of this drawn out recession, must focus on competitive marketing factors. Room rates, exchange rates 
and overail value for dollar must be highlighted to achieve the forecasted growth rate of 2% across the Province of Ontario. 


The Department monitors the hospitality industry through a variety of trends and statistical data reflecting broad based market 
segment focus, which could not be realistically maintained in 1994. Boosting domestic pleasure travel from Southern Ontario 
will become a major objective of the 1994 Marketing Plan as it relates to the specific market segments. Major trends in 

igration, western migration and an aging population will be key analytical factors to be understood and acted upon. The 
augmentation of consumer and group travel is also a primary focus to which staff are dedicating significant resources and 
planning to attend over 15 consumer and travel-trade related marketplaces in Canada and the United States to promote Greater 
Hamilton. 


Strategically, the industry has been fractured into three significant markets, ie: primary, secondary and growth markets based 
on past and current visitor statistics. Allocation of resources will be directed on this basis where the return to Greater 
Hamilton will be the greatest. 


International markets such as Japan, Korea, Hong Kong, Germany and the U.K. will continue to be monitored for their potential 
tourism development. In conjunction with receptive operators, it will be essential to penetrate these markets as they provide 
the greatest influx of external dollars and economic benefit. Whenever possible, resources will be mutually shared with the 
hospitality partners promoting co-operative and regional area presentations. Oirect sales with tour operators, receptive 
operators and travel agents offer the benefits of booking business on-site, creating personal itineraries and identifying specific 
needs and having the ability to address these needs. Familiarization tours (FAM) have long been recognized as an effective 
and profitable means to showcase a tourism area and this will be enhanced in 1994 by a co-operative cost effective marketing 
strategy. 


The Department will continue to offer assistance through monthly information meetings, individual interactions, co-op programs 
including advertising, tradeshows, sales calls and local awareness campaigns. The value of the dollar must be recognized at 
every opportunity and this has been a primary focus of the hospitality industry and in particular the Celebrate Program. 
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Developing strategies to extend overnight stays in Greater Hamilton is a primary objective of the Celebrate “94 co-operative 
marketing campaign. The augmentation of special events and attractions encouraging visitors to “Stay a Little Bit Longer” 
and multi-media advertising to local, Southern Ontario, neighbouring New York States, highlighting Greater Hamilton as a Festive 
Region will be enhanced. Educating the consumer and travel trade markets through advertising, marketplaces, FAM tours anc 
direct sales calls will continue to promote Greater Hamilton as a two and three day destination, hoping to surpass the projected 


2% real growth of this industry. 


An essential component of the Tourism Marketing Plan is improvement of existing and development of new audio and print 
materials to pique the interest of potential visitors and improve the image of Greater Hamilton. Cost recovery and partnership 
programs will be implemented and enhanced, thereby increasing the number of brochures, guides and other support materials 
to expand information dissemination. The Tourism industry will be encouraged to use the logo and slogan “Greater Hamilton - 
A Festive Region” on ail of their print and promotional material which is consistent with the initiated local awareness 


campaign. 


Measurement and evaluation of all existing programs will be the basis for future plans of action and provide the dynamism 
to respond to changing economic conditions. This will be monitored and tracked by staff on a monthly basis providing 


information to all members of the hospitality industry. 


Finally, as a continued service to tour operators and the consumer markets, the division will explore the packaging aspects 
of tours based in Hamilton, encompassing Toronto and Niagara Falls. This will increase the acceptability and affordability of 
avernight accommodations in Greater Hamilton, while still having access to the neighbouring attraction and special events. 


The following pages detail specific activities to be undertaken in 1994 to affect the three targeted markets: @ 


‘: Tier 1 - local Greater Hamilton 
- Tier 2 - Southern Ontaria 
- Tier 3 - U.S. and Intemational 
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Goal: 


To increase the number of visitors and duration of stay to Hamilton-Wentworth. 


Objectives: 


Increase consumer and group travel to Hamilton-Wentworth. 


Partner with the local tourism and business industries to maximize the economic — 


benefits for Hamilton-Wentworth. 
: Develop strategies to extend overnight stays in Hamilton-Wentworth. 


Maintain and create major tourism activities providing economic benefits for Hamilton- 
Wentworth as a whole. 


: Faster awareness, enhance Hamilton-Wentworth’s image, create positive attitudes and 
perceptions, to regional and external markets, through tourism programs. 


2) Strategies: 


* Attend consumer and travel trade marketplaces primarily in Southern Ontario and 
Upstate New York. Secondary markets are identified as Ohio, Michigan, Pennsylvania, 
and New England States. Markets presently being analyzed are south-western United 
States, Quebec and internationally Japan, Korea, Hong Kong, Germany and the United 
Kingdom. 


Direct sales calls, with tourism partners, targeted at the Metro Toronto, Michigan and 
New State areas. 


Expansion of Fam tours ta sell Hamilton-Wentworth as a tourist destination to tour 
operators and group leaders. 


Maintain comprehensive data base files on leads, operators, Fam follow-up and cold 
cails. 


Maintain monthly statistical information on attraction attendance, entertainment 
facilities, motorcoach visits and origins. 
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Monitor and respond to external factors influencing industry trends. 
Increase awareness of the role of the Tourism department. 


Aggressively pursue the “come early - stay later" program directed at convention 
delegates. 


Maintain monthly Tourism Update Committee meetings with tourism and business 
industry partners. 


: Promote the partnership driven Celebrate ‘94 “lure” campaign to target markets. 


Administer The Greater Hamilton Aquafest and The Greater Hamilton Tattoo as major 
tourism programs. y 


Assist attractions, festivals, special events, and other hospitality sectors to maximize 
their tourism potential. 


Production and placement of multi-media marketing campaign. 


Measure and evaluate ail programs. @ 


Liaise with provincial and federal government officials, tourism associations, special 
interest groups, and industry representatives. 
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2) Objective: 


To increase local community awareness of Greater Hamilton's tourism industry including 
festival, events, attractions, restaurants and hotels. 


Strategies: 
Create brochures and guides which list local tourism related activities and events for 
local distribution. 

° Develop local media campaign in support of the “Celebrate” co-operative tourism 


marketing program. 


Maintain a presence at local-events to promote Greater Hamilton tourism. 


Methods: 


Develop Celebrate ‘94 support materials, brochures and letterheads, co-oping costs with © 


hospitality industry partners, for the consumer and group travel market. Celebrate wiil 

eS) focus on value added programs promoting festivals and events to encourage tourism 
and increase extended stays in the Region. Distribution will be 800,000 throughout 
the three Tier markets (local, Souther Ontario and US/International). 


Develop a newsletter for the local tourism and convention industry to disseminate 
information, statistics, trends and local news. The first issue will be produced in the 
spring/summer of 1994 with future issues circulated quarterly. 


Staff will continue to produce the bi-annual Events Book, as the only central source 
of information on events taking place in Greater Hamilton. It is available free of charge 
and used.extensively by the media, schools, and the general public. Co-op advertising 
is sold to help defray the cost of publication with addtional savings and quality of 
content being realized through in-house production. There is no charge for listing an 
event. ‘ 


Update monthly and send to a select list of media and community information centres, 
to ensure that events not fisted in the bi-annual Events Book receive coverage. 


Staff information booths at local events and distribute tourism related materials. 


Work with Convention staff and other tourism industry members to organize local trade 
missions, mini-marketplaces and receptions. 
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In support of the Celebrate program, 172,000 brochures will be distributed through @ 
the Hamilton Spectator in May. 


Maintain “Event Line” through Spec-tel. 


Major festivals, events and conventions will be highlighted on the Message Board at 
Dundurn and King St. This board has a viewing rate of 476,000 times per week 
providing a cost effective medium to increase local awareness. 


Greater Hamilton’s tourism mascot SOHO will be scheduled to appear at festivais, 
events, fund raisers, and conventions to reinforce the tourism message: “Discover the 
Festive Region”. 


Use internal methods throughout the Region to promote festivals and events i.e. pay 
cheques, Skyline etc. 


Organize presentations to associations, schools and service clubs promoting the Greater _ 
Hamilton tourism message. 


T-9.9%4> MYACR KE Cel NiG. ee PANG Saae a 23 


Vers oe ay tiene) pion So tae niet: ie (OP AL ee 


9 Objective: 


To increase, from Southern Ontario, day trips and extended stays from both the 
consumer and travel trade market. 


- Strategies: 


Design and develop reference materials for distribution to the Travel Trade industry. 


Further research and detail the Southern Ontario travel trade and consumer market to 
facilitate tourism program development. 


Develop public relations/media campaign directed at consumers to visit Greater 
Hamilton. 


Methods: 


Develop 1994 Group Planners Guide for Tour Operators and Group Leaders. This is the 
most important tourism tool for securing. group travel trade. Co-op advertising with 
industry partners and in-house production will assist in defraying the cost of 
publication. Distribution is approximately 800. 


Develop a generic tourism shell to be utilized for assembling brochures and print 
materials to tour operators, travel writers, fam tours and seminars. 


Distribute 135,000 Celebrate brochures in the following markets: Greater Toronto, 
Niagara Falls/St. Catherines, Burlington, London/St. Thomas, Windsor/Sarnia, 
Kitchener/Waterloo, Barrie, Peterborough/Kingston and Ottawa/Hull. 


Refurbish display materials ta enhance Greater Hamilton’s tourism message. 


: Promote Greater Hamilton at Southern Ontario Consumer Shows such as London Free 
Press and Toronto Travel & Leisure Shows. 


Attend travel trade marketplaces directed at the Southern Ontario Market ie. OMCA. 


In conjunction with Convention Services, promotional items ee be neveinned as 
a) incentive giveaways at trade shows and sales missions. 
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Develop three fam tours using Celebrate festivals as anchors and include hotels, 
attractions and restaurants. 


Participate in OMCTR and Festival Country developed Familiarization Tours. 


Celebrate brochures will be inserted in community newspapers in the following 
locations: Newmarket, Brampton, Etobicoke, Mississauga, Milton, Scarborough, 
Chatham-Leamington, Windsor and Sarnia. 


Develop public relations campaign utilizing contra week-end package contests and on 
air visits by SOHO. 


Maintain 1-800 number keeping statistical data on call source and information 
requested. 


° Create and compile computer database on tour operators. 
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9 Objective: 


To increase the number of US and international visitors to Greater Hamilton. 
Strategies: 

Promote the joint marketing program “Celebrate” to encourage overnight and extended 

stays. 


2 Promote value for money and Canadian vs US dollar exchange rate. 


: Focus marketing efforts on the US Border drive markets. 
Methods: 


Distribute 25,000 Celebrate brochures through CTM Brochures Limited to the 
geographical areas of Niagara Falls, Buffalo, Lewiston, Youngstown, Williamsville, The 
& Tonawanda, Rochester, Batavia, Farmington, Henrietta and Spencerport. 


: Conduct six week television campaign highlighting Celebrate festivals and partners. 
Markets include Buffalo, Syracuse and Rochester. 


Conduct six week newspaper campaign highlighting Celebrate festivals and partners in 
Buffalo. 


Conduct six week radio campaign highlighting Celebrate festivals and partners in 
Buffalo, Syracuse and Rochester. 


Advertise in Michigan Living May issue, featuring the Celebrate festivals and partners. 


Conduct direct sales cails on prospective US and International tour operators. 


° Continue to participate in tradeshows and marketplaces directed at attracting 
international travel trade and consumers such as AAA shows, Prospect Ontario, 
Canadian Consulate shows, Festival Country Co-ops, NTA and Rendezvous. 


2 .Conduct Fam Tours for targeted tour operators highlighting festivals, attractions, 
@ restaurants and hotels. 
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Objective: 


To provide assistance and information to all tourists prior and during their say in 
Greater Hamilton. 


Strategies: 
Enhance .and maintain existing tourism publications which assist visitors in orienting 
themselves with Greater Hamilton. 
Administer information centres where tourists may obtain brochures, maps, travel 


assistance and information. 


Methods: 


° Maintain supply of brochures using existing creative and annual revisions: 


- Dining Guide 
- Accommodation Guide 


Assist representatives of “Where” map by supporting development of this project and 
encouraging co-op advertising with tourism partners. This map will be used by tourists 
and convention delegates. 


Analyze utilization of at the Fifty Point Tourism Centre and ascertain the viability of 
continuing this operation. 


Work closely with local municipalities to market their tourism products and facilities 
(ie. Ancaster - Ancaster Old Mill Restaurant, Dundas - Ben Veldhuis Ltd., Hamborough - 
African Lion Safari, Glanbrook - Canadian Warplane Heritage Museum, and Stoney 
Creek - Battlefield House) 


Maintain a stock of tourism and hospitality industry brochures in order to support 
telephone, mail or personal requests for information. 


Continue to utilize the Lady Hamilton Club to staff information booths at various 
functions and first point of contact at the Tourism Centres. 
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RE: REDUCTION IN PROVINCIAL TAX FOR TOURISM/HOSPITALITY 
INDUSERY 


As you may or may not be aware, since 1989 the Province of Quebec has recognized 
the strategic importance of tourism in its economy and has adopted several significant 
measures, including a strategic marketing plan, a tourism marketing plan and the 
development of tourism infrastructures to further enhance Quebec’s appeal to tourists. 
The elimination of the sales tax on hotel packages is yet another incentive to attract 
tourists to the Province. 


As the City of Etobicoke, with its concentration of hotels, would benefit from such a 
program, Council at its meeting held on Monday, February 28, 1994, passed the 
following Resolution Number 127: . 


WHEREAS the City of Etobicoke has several large hotel and 
conference planning facilities for tourism, seminars, conferences and special 
events; and 


WHEREAS Metropolitan Toronto and its area municipalities have 
parallel facilities and performing arts centres to host artistic attractions and 
special events; and 


WHEREAS the tourism/hospitality/planning conferences and event 
planning industries employ thousands of workers for the general economy; 
and 


WHEREAS these hospitality facilities across Ontario communities 


owe millions of tax dollars in property and business taxes that become 
increasingly difficult to collect in their respective communities; and 


ee 


Office of the Clerk - City of Etobicoke 
399 The West Mall, Etobicoke, Ontario, M9C2Y2 (416) 394-8082 


WHEREAS the Quebec Government has recently decided to waive 
its eight per cent provincial sales tax on package tours to Quebec 
involving stayovers of a minimum of two nights; and 


WHEREAS Ontario’s Action Plan on tourism development calls for 
measures to make the Ontario tourism and hospitality sectors highly 
competitive for the 21st century; 


THEREFORE BE IT RESOLVED that Etobicoke City Council go 
on record as encouraging the Ontario Government to support a similar or 
parallel proposal to place the Ontario toursim/hospitality industry on an 
even footing with its adjacent counterparts for the 1994 budget years and 
secondly, realizing that this measure may not be fiscally feasible in 1994 
that the Ontario Government take such action in its 1995-96 budget year 
and that this proposal be placed before all Metro urban municipalities, 
Metro Toronto Council, the Metro Toronto Convention and Visitors’ 
Bureau, all Ontario municipalities above 50,000, all other Ontano visitor 
and convention bureaus, the Ontario Hotel and Motel Association, the 
Ontario Restaurant Association, the Boards of Trade and the Ontario 
Chamber of Commerce, Meeting Planners International Canada, the Hotel 
Sales Directors’ Council of Metropolitan Toronto, the Ontario Jockey Cc 
Club, Hotel Service Employees International Union, the Alliance of 
Canadian Travel Association ‘Untario, A.C.T.R.A., the Ontario Tourism 
Education Council and any other similarly related business/travel 
associations for their support. 


In addition, Council requested that if the Province of Ontario is financially unable to 
implement such a program in 1994, that the Ministry of Culture, Tourism and 
Recreation be requested to monitor the impact of the Quebec plan for one year to 
ascertain the potential impact on the 1995 Budget and employment. 


If your Municipality supports Council’s action, please advise the Honourable Anne 
Swarbrick, Minister of Culture, Tourism and Recreation, 77 Bloor Street West, 6th 
Floor, Toronto, Ontario, M7A 2R9 and the Honourable Floyd Laughren, Minister of 
Finance, 7 Queen’s Park Crescent, 7th Floor, Frost Building South, Toronto, Ontario, 
M7A 1Y7. 


Yours truly, | 
Hipbier/ 


S=Gillespies 
7 City’ Clerk 
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URBAN/MUNICIPAL 


cCAZONHW ATI 


Fo hctGIONAL MUNICIPALITY OF HAMILTON-WENTWORTH 
NOTICE OF CANCELLATION 


* * * TOURISM AND CONVENTION DEVELOPMENT 


ADVISORY BOARD * * * 


DATE: Thursday, July 7, 1994 
TIME: 8:30 o’clock a.m. 
PLACE: 15th Floor Committee Room 


Regional Offices 


NEXT MEETING: Thursday, August 4, 1994 
9:00 o’clock a.m. 
African Lion Safari 


Kathy Dieter 
Hamilton Public Library 
2nd Fl., 55 York Blvd. 
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